a not cut the units. 
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FLOOD OF ENTHUSIASM SWEEPS — 


-BIMINATION OF ‘SHORTS’ 
WITH LENGTHY FEATURES 
FORBIDDEN BY MR. KATZ ALL ADS 


_ The elimination of a short subject Ce pe the feature is un- 
usually long in houses playing only pictures, is strictly forbid- 


den in an order recently issued by Mr. Sam Katz. 


Mr) Katz 


pointed out that this deliberate unbalancing of programs iS 
one of the surest ways to diminish box office receipts. 


4 “My attention has been direc- 
ted,’ declared Mr, Katz, “‘to the 
fact that in some of our large 
houses where we are using only 
pictures, there is a tendency when 


we get a long feature to discon-| 


tinue the use of short subjects. 

“It is absolutely ridiculous for 
any large house that we have on 
‘our circuit to cut its program of 
sound shorts when we have a long 
feature. 

“Tt must be common sense to 
anybody that will use their heads 
that in our unit houses we also 
have long features and yet we can- 
We adjust our- 
selves as best we can and certainly 


NEW HAYS CODE 


GREAT STORY 
FOR PUBLIX 


Publication of a gk ic Hays Or- 


ganization Self - Government | 


Code for the motion picture in- 
dustry affords a marvelous op- 
portunity for every Publix 
manager to plant a ‘great and 


in theatres where only film is| valuable institutional story for 


shown it becomes childish to do 
anything like this. 

“Henceforth I want it under- 
stood by everyone—that elimina- 
tion of short subjects because a 
feature runs extra length will not 
be permitted in Publix.”’ 


Change Procedure 
For Banking 
Deposits 


A new procedure for depositing | 


theatre receipts has been adopted 
for all Publix theatres, according 
to word from Fred Metzler, Comp- 
troller. The organizing of the new 
routine was in the hands of L. 
M. Savell. 

Under the new plan, the Ac- 
counting Department copy of the 


- daily box office report, with dupli- 


cate deposit ticket pasted in upper 
left hand corner, is mailed by 
bank teller in envelope stamped 
and addressed by manager. Past- 
ing of deposit tickets in upper left 
hand corner of box office reports 
eliminates the necessity for as- 
sorting and matching these papers 
in large volume in the Account- 
ing Department. 

Receipts for one day are also 


. to be deposited on the next busi- 


ness day before one o’clock, or be- 
fore twelve o’clock on Saturday. 
A deposit made late is not credit- 
ed to our account until the follow- 
ing day. 

The plan was first adopted for 
theatres operating under the New 
York accounting office, and was 
extended to all other theatres. on 
March 1, 1930. 


Publix, which has always advo- 
cated and practiced the very 
things contained in the code. 
This story you will find 
on page 4 of this issue. 
Localize it by inserting the 
name of your theatre and 
manager, have it retyped 
and RUSH an original 
copy (Do it yourself — 
Don’t send an usher!) to 
every editor in town. Do 
THIS AT ONCE! The 
only value the story has to 
a newspaper is its timeli- 
ness in a news angle. The 
fact that the Hays Code 
ran last Tuesday morning 
on the front page of every 
newspaper in the country, 
makes it NEWS of the. 
hottest type. 


With 1200 theatres scattered 
over the key points of the en- 
tire nation, every Publix thea- 
tre is a potential cog in one of 
the mightiest machines for the 
creation of public opinion ever 
known. If every Publix mana- 
ger will plant this truthful 
and favorable story of the in- 
dustry’s and Publix’ relation 
with the public, it will launch a 
wave of permanent and prof- 
itable good will which will roll 
from one end of the country 
to the other. Against such good 
will, any attacks from censors, 
zealots, bigots and racketeers 
will be ineffectual. 

PLANT THE STORY ON 
PAGE 4, IMMEDIATELY! 


CIRCUIT AS PROFIT PUSH START 


SPRING SPIRIT 2ND QUARTER PRIZE CONTEST 
MUST BE IN OPENS IN FLURRY OF ACTIVITY 


A spirit of freshness, buoy- 
ancy and cheerfulness should 
emanate from all advertising at 


this particular period to conform| 


with the feeling of Spring in the 
air, according to A. M. Botsford, 
General Director of Advertising 
and Publicity for Publix. 

“The most effective selling,’’ 
declared Mr. Botsford, ‘‘is always 
the type which is done in the tone 
of the medium where it operates. 
Thus, at a ball game, the vendor 
who best falls in line with the 
spirit of breezy, care-free, good- 
humored festivity and couches his 
sales talk in a peppery, slangy, 
wise-cracking jargon usually sells 
the most peanuts, chewing gum 

(Continued on Page Two) 


We 


agers: 


theatre circuit. 


My district is going to ex- 
perience a wave of showman- 
ship that, will make Barnum 
want to come back and get 
in the game. We will de- 


Island, Neb. 


You are right—my district 
will win more than their 
share of the prizes.—T, B. 
Noble Jr., Dallas, Texas. : 


Our managers display an 
enthusiasm that just won’t 
be denied. Arizona welcomes 
this, our first chance to par- 
ticipate in a drive and we are 
out to win.—Harry L. Nace, 
Phoenix, Ariz. 


The men of Publix-Saenger 
of North Carolina are en- 
thused over the possibilities 
of this contest. In all my 
experience I have never ob- 
served a more enthusiastic 
spirit and I simply want to 
tell you this: Publix-Saenger 
of North Carolina are going 
_to deliver, and you are going 


So 


ll eran 


=u 


liver.—Vogel Gettier, Grand’ 


The dam has burst! : The dikes The dikes have been swept away! The 


For Easter! 


“Music Novelties 
Department announces an 
Easter Music Novelty in 
color entitled ‘“Haster Greet- 
ings.” It is a picturization 
of caeabicgeccniod? in- 
terpreted by a large chorus 
of mixed voices with organ 
accompaniment. For book- 
ings, communicate immedi- 
ately with district bookers 
or directly with the Music 
Novelties Department, Para- 
mount Building, N. Y. 


Publix 
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SAID MR. DEMBOW: 


The following telegram was sent to all district man- 


Have just wired all managers your district urging © 
each to supreme effort for putting theatre over profit 
quota and winning Second Quarter Contest Prizes. 
I regard this as greatest opportunity ever offered 
Your contact with managers is all 
important. I rely on your indefatigable efforts as my 
personal backing. Am I right? Regards. 


Sam Dembow, Jr. 


SAID THE DISTRICT MANAGERS: 


The following replies were selected at random from 
the deluge that poured into Mr. Dembow’s office: 
to be pleased with the de- 
livery!—M. S. Hill, Greens- 
boro, N. C. 


You are right! You have 


my backing all the way. All 
TIT want is yours. 


Florida is 


he 


AULT 


flood-wave of enthusiasm that is sweeping the country is of 
such stupendous proportions as to quite dwarf by comparison 
anything which has hitherto happened in the history of Publix 
circuit operations ! 


Publix officials started some- 
thing when they framed the 
Second Quarter Prize Contest, 
and that something is so BIG 
that no experience of the past 
offers a yardstick with which to 
measure it. That opening-gun 
wire from Executive Vice Pres- 
ident Sam Dembow, Jr., pulled 
the plug out. Home office offi- 
cials are still trying to catch 
their breath from the daze of 
amazement in which they have. 
been left by the response to this 
telegram. The wire itself as 
well as some of the responses 
are quoted in another place on 
this page. 

“We knew the ‘boys were all 
pepped up over this thing,” 
said Mr. Dembow, “but we evi- 
dently had only a faint concep- 
tion of the real depth of feeling 
and honest-to-goodness enthu- 
siasm which the Second Quarter 
Contest has engendered through- 
out the circuit. My wires were 
intended as a message of cheer 
and of good wishes to all mana- 
gers and district managers. I 
anticipated some reassuring let- 
ters of reply, but I was utterly 
unprepared for the cloud-burst 
of enthusiastic response which 
has resulted.”’ 

Other home office officials ex- 
pressed themselves in similar 
terms. Mr. Dembow’s telegram 
was sent out Friday night. Al- 
though it did not call for a tele- © 
graphic response, letters and wires 
of reply began arriving Saturday 
night and were still coming thick 
and fast when this page went to 
the compositor. In their desire 
to voice their great interest and 


(Continued on Page Two) 
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coming through.—Charles G. 
Branham, Jacksonville, Fla. 


You can count on Chicago 
District No. 1 to be on top 
at the finish——L. H. Dally, 
Chicago, Ill. 


Will make Second Quarter 
greatest profit-making period 


New York district has ever 


known. — Myron Shellman, 
Newburg, N. Y. 

You are right! Count on 
Des Moines one hundred 
percent. — Jack Roth, Des 
Moines, Ia. : 


Never before have I seen 
men so enthusiastic and de- 
termined. Believe we will 
get off to big start first week 
and that profits will break 
all records.—Warren Irvin, 
South Carolina. 
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60 IN AND | 
WIN! 


The following telegram was 
sent to all Theaire Managers, 
March 28th: 

Second Quarter Prize Con- 
test starts March Thirtieth. 
Rich awards will be won by 
persevering managers. [urge 
you go in and win. Sell your 
_ public hard. Put your thea- 
“tre profits over quota. Hstab- 
lish yourself as outstanding 
among Publix . personnel. 
Bring home the bacon. This 
is your chance. 

Good luck. 


SAM DEMBOW, JR. 
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CLEANLINESS, LUBRICATION 
CONTRIBUTE TO PERFECT 
REPRODUCTION OF SOUND 


by Dr. N. M. LAPORTE 


Director, Department of Scientific Research, Sound and Projection 


The most common cause of faulty reproduction of sound film 
is an accumulation of dirt in the optical system. Dirt, dust or oil 
can cause all manner of objectionable noises in the reproduced 
sound in addition to causing a distinct loss of volume. 


The first point of attack in pre- 
venting such noises in the repro- 
duction of sound on film is ob- 
viously close attention to cleanli- 
ness of the film. Any mark on 
the film which will vary the light 
intensity into the photo-electric 
cell will cause a sound and this 
mark may be either the original 
recording on the film or foreign 
particles. of dust, dirt or oil. 

The amplifying system will 
magnify impartially all sound sig- 


nals presented for that purpose 


whethet 
noise. : 

If care is not exercised in the 
handling of the film while rewind- 
ing or cleaning, scratches may re- 
sult which will produce same ef- 
. fects as dust particles. Consider- 
ing that practically all of the for- 
eign particles that accumulate in 
the aperture of the sound optical 
system are collected from the film 
as it passes through, it is self evi- 
dent that to prevent film noises 


recorded sound or film 


extreme care should be taken in|. 


the handling and cleaning of the 
film. - 

When film is kept free from oil 
and dust less cleaning will be nec- 
essary in the optical slit and press- 
ure pad of the aperture assembly. 


An accumulation of dust vibrating 


in the direct path of the light in 
the optical slit will cause a flut- 
ter in the reproduced sound. Dried 
oil or emulsion on the pressure 
pad will frequently cause the film 
to pass through at an uneven 
speed which results in ‘‘flutter.” 
New and untreated film is particu- 
larly apt to cause trouble of this 
type because the emulsion is soft. 


Oil from the film lodged in the 


optical slit has been known to boil 
or vibrate in such a way as to re- 
sult in a sort of ‘‘frying’’ noise in 
the sound in the theatre. 

Dirt which remains stationary 
in the slit proper results in a loss 
of volume because of the decrease 
of light passed. 

Care must be taken to clean this 
thoroughly daily with pipe cleaner 
and stiff toothbrush and to inspect 
the pressure pads and sound aper- 
ture plate. It would be well to 
bend the pipe cleaner in a hairpin 
shape before using to avoid 
scratching the sound aperture 
plate. 

- One of the most prolific sources 
of trouble is ‘‘over-lubrication.’’ 
Over-lubricating, combined with 
neglect of cleaning, is bad in the 


‘projection of silent pictures, but 


is positively disastrous when run- 
ning sound film. If the lubrica- 
tion instructions for the projector 
head are carefully followed in con- 
junction with the Lubrication 
Chart and instructions given in 
the Western Electric Operating 
Instruction Book, much of the film 
noise will be eliminated. Dried or 


gummy oi! from oily film will 


often cause the same trouble that 
is experienced in unprocessed film 
by making the tension pad or plate 
sticky. 


‘Vagabond King’ Aided 
By Newspaper Contest 
An excellent newspaper tie-up, 
in the form of an essay contest, 
exploiting ‘“‘The Vagabond King,” 
has been effected by W. EH. Drum- 
bar, city manager of Knoxville, 
Tennessee. 
Girls, from surrounding coun- 
ties, are eligible to compete in a 


150 word letter contest which is| 


conducted by the “If I Were 
Queen” editor of the Knoxville 
News-Sentinel. These letters are 
reprinted on the first page of the 
paper, together with first prize 
award, which is an invitation to 
the Tennessee Theatre to view 
“The Vagabond King” with win- 
ners of other counties. The con- 
test is causing considerable word- 
of-mouth comment which is re- 
sulting in county wide interest in 
the picture. 


CIRCUIT ALIVE 
AS BIG PUSH 
BEGINS 


(Continued fon Page One) | 
determination, both managers 
and district managers forgot the 
instructions issued some time 
ago that in the interests of 
economy such communications 
should be answered by letter, and 
they rushed to the telegraph offices 
to shoot home the message of their 
one hundred percent preparedness 
and unconquerable spirit. It goes 
further than that—‘‘defis’”’ have 
been hurled far and wide—a lot 
of Publix managers and district 
managers are going to have to 
make good or “eat crow’ at the 
end of the second Quarter. 


Fur Will Fly 


It is not only in these wires that 
the spirit of battle is shown: re- 
ports from divisional directors, di- 
vision managers, in-coming trave- 
lers and District Managers’ letters 
reveal that the major personnel of 
this big circuit has blood in its eye 
—its collective eye, so to speak— 
and the fur is going to fly in many 
quarters, Lack of space forbids 
detailing campaigns which have 
been organized in the various di- 
visions looking to outstanding suc- 
cess in the prosecution of the Sec- 
ond Quarter Contest. But that 
such plans have been formulated 
and are actually in work are: re- 
vealed by Messrs. Milton H. Feld, 
director of the ‘“‘A’’ Division; HE. R. 
Ruben, director of the’Northwest 
Division; J. J. Friedl, director of 
the Seaboard Division; and J. J. 
Fitzgibbons, director of the \New 
York and New England Division— 
all of whom have been in the home 
office headquarters during the cur- 
rent week. In this issue of Publix 
Opinion we are presenting below 
the highly interesting and novel 
plan which is being followed in 
Mr. Fitzgibbons’ territory; and it 
is our purpose to publish accounts 
of operations in other divisions in 
subsequent issues. 


New England’s Novel Plan 
Under the leadership of J. J. 


Fitzgibbons, the New England: boys), 


have evolved a most unique con- 
test among themselves, which is in 
effect a drive within a drive. They 
eall this the NEW ENGLAND 
MASTER SHOWMAN CONTEST 
of 1930. This contest, which is a 
supplement to the prize contest 
itself, started with the first day of 
the Second Quarter, and it is to 
continue to its end. 

‘In this contest,’? says Mr. 
Fitzgibbons, ‘‘we are going to 
stress the man-power, not the 
prizes, as the prizes are merely 
in recognition of the man- 
power,”’ 

This contest is to be divided in- 
to three separate drives, each of 
one month’s duration. 
the New England territory is to 


| be divided into two divisions, an 


Eastern division under Mr. Bran- 
ton and ‘a Western division under 
Mr. Cuddy. Each division in the 
territory is to have an appropriate 
name and symbol, as follows: 
Names and Symbols 
Captain Zorn’s district is to be 
known as the Boston Braves and 
its symbol will be an Indian; Mr. 
Hookailo’s as the Speeders, symbo- 
lized by an automobile; Mr. 
Spragge will be in charge of the 
Wingfoot district and its symbol 
will be a wingfoot; Mr. Sternberg 
will command the Whalers, sym- 
bolized by the figure of a whale; 
Mr. Moreau will command the dis- 
trict of the Pine Trees, symbolized 
by a pine tree device; Mr. Cruzen 


STARTING TIME}: 
OF MYSTERY 
IMPORTANT 


‘Because of the special mystery 
nature of the picture, Division Di- 
rector Milton H. Feld has instruct- 
ed all managers in his division to 
advertise the starting time of 
“The Benson Murder Case,’’ so 
that the maximum enjoyment 
might be derived by the audience 
in seeing it from the beginning. 
Also, Mr. Feld suggested, that, 
wherever possible, the hold out 
audience be kept out of the au- 
ditorium for at least five minutes 
before the end of the picture, in- 
asmuch as the entire story would 
be spoiled for them if they were 


| to know the denouement. 


In connection with the advertis- 
ing of the picture, Lou Goldberg, 
Divisional Advertising Supervisor, 
suggested that great stress be laid 
upon the fact that William Powell 
appears as Philo Vance and Eu- 
gene Palette as Sergeant Heath. 


This. would definitely characterize 


the picture as a Paramount prod- 
uct, in contradistinction to the 
“Bishop Murder ees by the 
same author, 


will lead on the Nutmeggers, sym- 
bolized by a nutmeg; Mr. Chatkin 
will captain the Hill-Billies with 
a mountain for their symbol; Mr. 
Shellman will have charge of the 
Cadets, acting under a cadet sym- 
bol. 


At the close of the drive, the 
four district managers whose dis- 
tricts are the lowest are to give a 
party to the other district mana- 
gers and to Messrs. Fitzgibbons, 
Cuddy and Branton. At this party, 
the winners are to eat turkey, and 
the losers are to eat. beans. The 
man whose figures are the lowest 
will have to be the waiter at this 
party. 

' Weekly Newspaper 

In connection with this contest, 

there will be issued a weekly pa- 


‘per, which will broadcast the re- 


sults of this drive. The name of 
the paper is to.be the NEW ENG- 
LAND MARQUEE, and will con- 
tain a sub-head under the title, 
“Mashes from Master Showmen.’’ 
The paper will bear a picture of 
the marquee of the Uptown Thea- 
tre, and contain the proper word- 
ing, Mr. McConville is to be the 
editor of this paper, and Mr. Mc- 
Manus, the associate editor. Mr. 
St. Pierre, or someone else con- 
nected with the art department, is 
to make the eartoons. The figures 
for publication and upon which the 
prizes, will be based, are to be ob- 


tained from the Divisional Results| 


issued by New York, and will come 
through from Mr. Branton’s office. 

In a preliminary issue of the 
paper, each district manager is to 
make some editorial statement, 
and Mr. Fitzgibbons is to explain 
that it will require a master show- 
man to show his supremacy over 
the good showmanship of all of 
our managers. 


Stationery and Stamps 


Special letter-heads and envel- 
opes have been ordered for use 
throughout the Division during 
this drive. The paper is of cerise 
color and will bear a heading read- 
ing, ‘““New England Master Show- 
men Contest of 1930,’ with the 
Publix seal on one side and the 
Paramount seal on the other. All 
communications within the field 
are to be written on this paper. In 
addition, all booking sheets are to 


Likewise|,be stamped with a rubber stamp 


bearing the name of the drive. 
Blackboard Results 

A blackboard is to be erected in 
Mr. Fitzgibbons’ office, and Mr. 
MeManus is to take charge of it 
and see that it is kept up-to-date. 
The names of the theatres, the 
name of the manager, and the 
symbol of the district are to be 
printed on a detachable frame, so 
that these frames can be arranged 
according to their status. Against 
the theatre will be three columns: 
one for weekly results, one for 
monthly results, and one for the 
entire period—accumulative. On 
the blackboard is also to be a chart 
showing the status of the districts, 

Prizes 

- There is to be a weekly prize to 
the manager whose house shows 
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WATCH FOR IT! 


Paramount and Publix of- 
ficials bubbled over with en- 
thusiasm over the money 
prospects of Paramount’s 
hew box-office shocker,. 
“Young Man Of Manhattan,”’ 
made at the Long Island 
Studio and recently preview- 
ed at a private screening in 
Yonkers. Mr. Lasky’s fore- 
cast on this picture was 
more than endorsed by the 
thrilled audience. Claudette 
Colbert, Charles Ruggles, 
Ginger Rogers and Norman 
Foster will be household 
words when this picture is 
released. Said Mr. Lasky: 
“A greater picture’ than 
‘Lady Lies’ and one in the 
most popular mold that will 
make theatre history this 
spring. I will guarantee this 
one.”’ 


2Oe-S-9O-S-0Os-O-Oe-G-1O--G-9Os-O- Os -S-Oe-B-2O-S-+O1-S+G'-O6"-S 


= <Q-0Bs-SOe-B-0Be-G-0 8 +-O-Be-G-0G+-B-0Gs-S + s-@ @ 


O10 OOO 0+ O-180-O- 20+ © 18+-O-1Or- OOO Oe © Oe ©: 0+ O10 O10: OO" O10 10'S OO 8'-O-O> ee 


~O$O-O-1Oe- B18 +-O-1Oe-D- Oe -O-oOs-O-+O-O +O s-O-2O:-S-G: 


the best standing for that particu- 
lar week—these prizes are not to 
be based on accumulative figures. 
Then there will be a monthly prize 
which will be accumulative for 
four weeks. Each month is to be 
a unit by itself. 

Mr. Bevan is going to try to get 
the various exchanges to con- 


tribute prizes, and Mr. Lacey is to 


solicit the various firms who sery- 
ice us and obtain prizes from 
them. Mr. Fitzgibbons will dis- 
tribute the prizes. In addition to 
winning the prize, the manager 
will have his name and picture in 
a prominent position in the issue 
for the week the prize was won. 


It must be borne in mind that 
this New England Master. Show- 
man Contest of 1930 is a device 
planned by the New England 
Division for vigorously pushing 
the Second Quarter Prize Con- 
test in that territory. It is im- 
portant to note that it has not 
been substituted for the Contest 
itself. The Second Quarter 
Prize Contest will be conducted 


in New England exactly the| 


same as in all other divisions, 
both as regards the contests for 
the money prizes (which is 
wholly within the organization), 
‘and as regards the three cam- 
paigns to be conducted for the 
purpose of securing public pat- 
ronage at the theatre, namely, 
The Pageant of Progress, The 
Spring Jubilee of Entertainment 
and The Publix Parade of En- 
tertainment. Other divisions, as 
has already been noted, have al- 
ready perfected their own 
“drive within drive’ arrange- 
ments for putting added steam 
and pep behind their forces in 
the Second Quarter Prize Con- 
test. Im each and every case 
these are additional measures, 
and do not replace any of the 
plans made for the national cr 
circuit conduct of the Second 
Quarter Contest. 


FASHION SHOW IN LOBBY 


A lobby fashion show contribut- 
ed to the success of ‘“‘Glorifying 
the American Girl’ at the Palace, 
Gary, Indiana. Cooperation of a 
department store, florist, jeweler 
and beauty shop was secured by 
Mare Wolf, city manager. 


BANCROFT’S 


SPRING SPIRIT 
MUST BE IN 
ALL ADS 


(Counaeed in) from Page One) 
and pop. The dollar a year man 
who best caught that hectic spirit 
-of enthusiastic patriotism sold thes 
most liberty bonds during the war. 
And the undertaker who can put 4 ; 
the most solace and sympathy in-@ 
to his sales talk undoubtedly sells — 
the most coffins. a 


Freshen Your Copy 

“In selling entertainment, which | 
is the very essence of laughing al : 
care-free enjoyment, the tone of 
cheerfulness, happiness and ‘en 4 
heartedness should always be pre- 
sent. This is particularly true at 
this season when a fresh, buoyant — 
spirit is in the air. Everyone feels © 
it, whether he wants to or not. , 
Consequently, in accordance with 
the theory of effective selling out- — 
lined above, the best results will — 
be obtained when you sell your en- : 
tertainment in a tone which cor- 
responds to the prevailing spirit — 
now in the air, namely, Spring. 

“Freshen your copy with gay, — 
lilting catch-lines suggesting — 
spring and outdoors. Use fresh, — 
light colors in your posters, cut- — 
outs and lobby displays to coincide — 
with the brightness of the new ~ 
season. Change your lighting ef- — 
fects from the warm, cozy tints of © 
winter to the bright, cool shades — 
of spring. Now is the time for 
those flower shop tie-ups which — 
will enable you to decorate your — 
theatres and make it breathe the © 
freshness and fragrance of out- — 
doors. : 


h 
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Spring Festival 

“A good showman is always on 
the alert for anything which he 
can convert into greater box office } 
receipts. He eagerly takes advan- 7 
tage of every holiday which comes — 
along. If he does that for a one © 
day festival, why should he not © 
devote all the more. energy, — 
thought and time in exploiting a 
festival which endures for almost — 
three months? Spring is in the 
air. It is a joyous, care-free and 
fruitful season, when the minds of © 
most people drift toward romance, — 
dreams, music and entertainment. :— 
The Publix showman who does not ~ 
harness this terrific impulse to- — 
ward enjoyment to his box-office ~ 
is passing up one of the best bets — 
of the year.” 


SOUND SPECIAL — 
TOURS ENGLAND 


During the month of January, ~ 
1930, thousands of Europeans in ~ 
England and Scotland, were treat- — 
ed to surprise and entertainment 
when the Paramount - Publix — 
Sound Entertainment train visited ~ 
principal towns in those countries. 

Celebrities of the FHEuropean 
stage, sport and political world 
posed alongside of the car, which 
resulted in stories and photos for 
the newspapers. The train stop- 
ped at orphanages and entertain- 
ed the children with musical se- 
lections. Banners and cut-outs, 
exploiting ‘““‘Welcome Danger,’’ us- 
ually apeared on the special. 


NEXT WOW 


The following telegram from Arch Reeve on the box-office worth - 
of “Ladies Love Brutes”—the forthcoming George Bancroft picture, 
will be good news, to Publix showmen. Incidentally, Mr. Saal also 
previewed the picture and adds his endorsement to the Reeve tele- 


gram. 


“George Bancroft has aimed another picture for the Box 


Office bullseye and he doesn’t miss. 
It was’ previewed publicly last night at Glendale 


get money. 


‘Ladies Love Brutes’ will 


and the audience reaction verified Bancroft’s rating by ‘Variety’ 


as biggest box office star in entire industry. 


' Bancroft is here 


aided by the sterling direction of Rowland V. Lee, director of 
“The Wolf of Wall Street,’’ by a strong supporting cast, includ- 
ing Mary Astor, Fredric March, and Stanley Fields, and by a 


dramatically moving story. 


“The picture gives Bancroft the strong human role of 
Joe Forziati, New York skyscraper builder, whose love for a 


society woman nearly robs him of his little son. 


This is first 


time the element of father love has been introduced in a 


Bancroft picture and it is tremendously effective. 


David 


Durand, who played with Chevalier in ‘Innocents of Paris,’ is 


great as Bancroft’s boy. 
own against any competition.”’ 


‘Ladies Love Brutes’ should hold its 
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- | ARCH REEVE 


‘is the manager’s point of contact. 
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come to this school from assign- 


metropolitan theatre. 


SAAL OUTLINES) 
BOOKING FOR 
STUDENTS 


William M. Saal, General Direc- 
tor of Film Buying and Booking, 
gave managers’ school students a 
graphic picture of the set-up and 
activities of his department, oe 
week. 


He emphasized the fact that tie 
booking department is intensively 
organized to insure a perfect flow 
of information from the theatre 
manager to the home office, 
through the district booker, who 


This ample supply of information 
is a vital thing, Mr. Saal said, 
pointing out the fact that the com- 
pany spends from $38,000,000 to 
$45,000,000 yearly for product, 
and that any mistakes would be 
costly. 
To intelligently buy and book 
product Mr. Saal said, executives 
in his department must have at 
their fingertips a complete knowl- 
edge of the intake and peaks of 
each individual theatre, together 
with full information on important 
local considerations which deter- 
mine the suitability of, pictures. ! 
This requires the utmost in co- 
operation on the part of the man- 
ager, he stated. 
Asks Criticism 
Mr. Saal urged intelligent, con- 
structive criticism of the work of 
the booking department on the 
part of managers, saying that only 
in this manner could his depart- 
ment avoid repetition of mistakes. 
The problem of securing suitable 
product is just as much the man- 
agers’ as the bookers,’ and only 
through complete cooperation in 
both directions can it be solved. 
Taking up in detail the method 
in which the purchased product is 
allocated between the different 
theatres, Mr. Saal dwelt for some 
time on the importance of Class 
C theatres. Demonstrating to the 
class how these theatres determine 
our liability in liquidating commit- 
ments, he paused to point out an 
additional value of these houses to 
the circuit. 
“Tf I were a member of this 
class,’ said Mr. Saal, “I would 
immediately put in my bid for an 
assignment to one of our so-called 
‘slough’ houses. Many of you men 


ments in various capacities at de- 
luxe theatres, and you may not be 
enthusiastic at the prospect of 
stepping into a theatre which is 
not quite so important and mag- 
nificent as the one you left. You 
can take my word for it right now 
that the managership of one of 
these houses is the quickest step- 
ping stone I know to a deserved 
position as manager of a deluxe 


Selling Test 

“The manager of a Class A 
house has a booking sheet which 
reads ‘Disraeli,’ ‘Love Parade, 
‘Sunnyside Up,’ ‘Anna Christie,’ 
‘Son of the Gods,’ and so on. His 
pictures are so good they sell 
themselves, and he may take 
eredit for tremendous’ grosses 
when it really belongs to the pic- 
tures themselves. | 
“Suppose you are in a Class C 
house. One day you have a so- 
and-so to sell; two days later one 
of the biggest of stage names, and 
then a western. You get the most 
extraordinary variety of pictures, 
all the way from good to bad, and 


- every one of them a real selling 


job. Your grosses depend upon 
your efforts, your own merchan- 
dising ability. I know of no other 
type of theatre where a manager’s 
initiative and ingenuity have a 
better chance to display them- 
selves.” 


NEW KANKAKEE THEATRE 


A projected theatre at Oak and 
Schuyler Avenues, Kankakee, IIli- 
nois, will become one of the Pub- 
lix Theatres upon its completion, 


e- as the result of a deal recently 


be to 
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TO EVERYONE IN 


You will very shortly receive full details of the N. V. A. 
“DRIVE this year, if they have not already reached you. 


I, want you to know that I personally am keenly interested 
and enthusiastic in this matter, which is backed squarely by the 
entire industry, and I want our circuit’s showing, when the re- 
turns are in, to top all others. 


Therefore get behind this yourself and 


PUT IT OVER 


in your town and theatre, for the credit of your house, yourself, 
your circuit and the industry generally. 


And I want you to realize that the IMPORTANT thing will 


COOPERATE AND WORK WITH 


every other theatre and manager in your town, as will be ex- 
' plained fully by the committee, as in that way—and that way 
only—can maximum results be achieved. 


Concerted effort on the part of all, working enthusiastically 
and harmoniously, will boost your own total as well as the other 
fellow’s to a surprising extent. 


Now show me what you can do! 
Very truly yours, 
Sam Dembow, Jr. 
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‘You-Copy New Pat Phrase |WEEKLY RADIO 
For Box-Office Appeals 


“Write ‘you-copy’ for your ads, 
of the Managers’ Training School last week. 
‘They’re the ones who make or break a box-office. 


readers. 

“When you use sweeping 
generalizations and elaborate 
conglomerations of adjectives 
in describing a picture, you not 
only rob yourselves of some- 
thing to say about a really 
great picture when it comes 
along but also fail to do justice 
to the job of selling at hand. 
You merely announce your at- 
traction. Patrons are.left to 
sell themselves on the picture, 
influenced by a fluent illustra- 
tion, the title or the star. You 
fail to sell anyone on it. You 
have merely announced it and 
leave a neutral impression for 


patrons to decide on. 
“Consider, then, to what extent 
you can increase the effectiveness 


of your copy by summing up the/ 


things Tillie the Toiler will like in 


‘the picture and telling her about 


| 


them, teasing her about them, 
creating a desire on her part to 
see a plot unfolded on the screen 
around a character whom your ad- 
vertising has assisted her to vis- 
ualize as herself, Make your copy 
personal, conversational. Present 
the problems of the players as 
though they were the problems of 
the ad-reader. Ask how she would 
solve them! Tell her to come to 


concluded by Publix-Great States;see them untangled in the picture. 


Theatres, Inc. \ 


“Analyze your picture. Then 


¢ 


” Jack Barry urged students 
“Aim it at women 


imagine that a typical woman pa- 


tron is seated in your office. At- 
tempt to convince her that she 
should see your coming attraction. 
When you hit a good selling point, 


make a note of it. When you have 


noted a dozen of these, pick out 
three or four of the best. Then, 
and not until then, write your ad 
or trailer copy, incorporating these 


points and keeping your argument 


just as personal as it was in your 
imaginary conversation. That’s 
‘YOU-copy.’ ”’ 


HOUR SCORES 
AGAIN 


As usual, one of the outstand- 
ing and probably the best radio 
hour on the air last week was the 
Saturday night Paramount-Publix 
broadcast over WABC and the 
Columbia chain, with John S. Car- 
lisle announcing and Benny Davis 
and J. Fred Coots, well known 
writers of popular song hits, as 
guest artists. 

The program opened with an 
overture of Vincent Youman’s hit 
music, played by the Paramount 
production orchestra under the 
baton of David Mendoza. Jesse 
Crawford’s organ solo consisted of 


OUR BIRTHDAY PARTIES! 
April Ath to 1 to April 10th 


This week Publix Opinion congratulates the follow- 
ing theatres, which are celebrating their birthday an- 
Remember the spe- 


niversaries with exploitation stunts. 


cial anniversary trailer! 
THEATRE 


Moorhead 
Florida 
State | 
Crystal 
Capitol 

’ Allyn 
Laurier 


Joilet, Ill. 


TOWN 
Moorhead, Minn. 
Jacksonville, Fla. 
Fargo, N. D. 


Salisbury, N. C. 
Hartford, Conn. 
Woonsocket, R. I. 


OPENING DATE 
April 7,.1928 | 
April 8, 1927 
April 8, 
April, 1915 
April, 1925 
April, 1927 
April 


‘HONEY’ HITS N.Y. 
IN STORM OF 
PUBLICITY 


In one of the greatest exploita- 
tion campaigns ever planned for a 
program picture in New York City, 
the entire metropolitan district 
has literally been made “‘Honey’’- 
conscious for ‘‘Honey,’’ Nancy Car- 
roll’s. second. starring picture 
which opened Friday at the New 
York Paramount. 

Under the direction of Eddie 
Hitchcock, Publicity Director, 
every possible tieup was utilized 
to make New York realize that a 
great army of screen entertain- 
ment awaited them in ‘‘Honey.” 
Analyzing the situations, Hitch- 
cock and his assistants, Henry 
Spiegel and Alexander Gottlieb, 
found the music from ‘Honey’ 
and the title of the picture itself 
offered unlimited possibilities. 

An analysis of the campaign and 


recapitulation of the tieups shows 


the following: 
Two Good Tie-Ups_. 

Honey-Chew candy tieup 
35,000 photos of Nancy Carroll 
with ‘“‘Paramount Now’’ copy dis- 
tributed in boxes of candy. Fifty 
thousand miniature postal Tele- 
graph messages in candy boxes. 
Five hundred enlarged Postal Tel- 
egraph messages in candy and 
drug stores. Process cards in 400 
candy and drug stores. ‘Para- 
mount Now” copy in Honey-Chew 
New Yorker ad of March 29 at no 
cost to the theatre. 

Golden Blossom Honey Co.—Ar- 
ranged for 7,000 jars of honey to 
be given away to women patrons 
at matinee performances. No cost 
to theatre. Alfred McCann, fam- 
ous food authority, to see picture 
and broadcast resumé of story. 
Macy’s grocery department to use 
“Honey” stills in display. Park 
and Tilford to use picture of Paul 
Ash with window display of honey. 

Radio Song Plugs 

Music—5,000 window streamers 
distributed throughout Manhattan 
and the Bronx. Process cards in 
100 musie stores. Songs plugged 
over radio in more than 100 
broadcasts. Songs played every 
night by 15 leading orchestras in 
town. 

Radio tieups—Process cards on 
Skeets Gallagher in 300 windows 
of Atwater-Kent dealers. Full 
page ad of Vim’s Radio Stores in 
Daily News (1,250,000 circula- 
tion) to carry copy on ‘‘Honey” 
and picture of all stars. No cost 
to theatre. 

Bakery — Ward Baking Co.to 
use 6,000 streamers in Manhattan 
and Bronx stores during entire 
run. : 

‘Hosiery Allen-A Hosiery 
Fifth Avenue window to carry 
Nancy Carroll display during first 
| week of run. 

Station WRNY to broadcast re- 
sumé of story and plug music in 
special 15 minute program devot- 
ed to ‘‘Honey.” 


REE RTL RE SETS! 


selections from ‘Martha,’ with 
Berlin’s ‘‘Russian Lullaby”’ inter- 
polated. 

Then followed Paul Ash’s mu- 
sical revue, ‘‘Dream Avenue,”’ with 
Harriet. Lee singing ‘‘I Never 
Dreamed You’d Fall in Love With 
Me,” and “Dream Avenue.’ Ash 
and his boys gave the listeners 
“Flappers on Parade,” “Sweeping 
the Clouds Away” and “Smiling 
Skies.”’ The Foursome obliged 
with “Minnie the Mermaid’ and 
a medley from ‘‘Honey.” 

Benny Davis sang two of his 
own numbers, ‘“‘Margie” and ‘‘Car- 
olina Moon,” while J. Fred Coots 
offered a couple of his hits, ‘‘Doing 
the Raccoon’”’ and ‘Precious Little 
Thing Called Love.” Davis and 
Coots joined in “Sharing” and 
were assisted by the Wynn Quar- 
tet in the broadcast of ‘You 
Oughta Know” and “You Can’t 


| Stop Me From Falling in Love.”’ 


The program, which held the 
radio listeners of sixty broadcast- 
ing stations literally spellbound 
with its splendid continuity and 
magical melody, closed with a 
medley from ‘‘The Love Parade,” 
played by the orchestra conducted 
by Mendoza. | pe 


4 


‘ 


PLANT THIS! DO IT TODAY! 
HOT INSTITUTIONAL STUFF 


The new self-governing code of ethics for the movies, as an- 
‘nounced recently by the Will Hays organization, is in reality 
the voice of the theatre goer, declares Manager (insert local 
manager’s name) of the local Publix-Paramount (insert theatre 


name) Theatre. 
clean and wholesome,” he says. 

Manager (insert local mana- 
ger’s name) declares that the 
great stride in the progress of 
public entertainment made pos- 
sible by the new “Hays Code,” 
is the result of several develop- 
ments during the last few 
months. Chief among these is 


the confidence of theatregoers | 


in their own power of articula- 
tion—and_ Hollywood’s convic- 
tion that it is profitable to lis- 


= ten to the public: 

“In the first place, the motion 
picture industry has not until now, 
been enabled within itself to co- 
ordinate and execute such ideals 
as are outlined in the code. The 
painstaking effort by General Hays 
and his associates during the last 
decade, has built the foundation 
that now makes such a fine code 
possible, and enforceable. 

_ Public Tells Hollywood 

“In addition to the efforts of 
the Hays organization, methods 
have been successfully devised 
whereby ‘the public can tell it to 
Hollywood.’ This latter is of 
enormous importance to the opera- 
tion of the code. It is accom- 
plished by careful reports from 
local theatre management, as to 
the likes and dislikes of the thea- 
tre patron. 

“For instance, executives in the 
Publix organization, which com- 
prises 1200 theatres and includes 
nearly every city in America, have 
known for years the necessity for 
and the reason back of every stip- 
ulation in the new code. Publix 
men knew this because of the vast 
amount of illuminating and prac- 
tical information that 1200 thea- 


tres could compile every week. j 


The national audience every week 
in the 1200 Publix theatres is 
slightly larger than half the popu- 
lation of the United States, Such 
a gigantic voice is unmistakable. 

“When Publix theatres were 
first organized our own code in- 
cluded a great many of the stipu- 
lations now found in the Hays 
code. Experience in theatre 
operation taught Publix the voice 
and mood of its giant audience. 
Thus salacious entertainment, or 
‘entertainment that might be con- 
trary to public good, has always 
been banned by Publix. We have 
frequently made drastic elisions in 
film, to uphold this rule. 

Learn Public’s Desires 

“Every Publix theatre makes a 
constant effort to learn the desires 
and opinions of its public, and re- 
ports are forwarded that eventual- 
ly find their way to the ear of 
Hollywood. We learn from com- 
plaints, and other comment, and 
what we learn goes to the studios 
for actual use. 

“The facts are that the general 
public is a decent body. The 
public may safely be depended 
upon to furnish the correct cue. 
Of course sometimes the hula- 
baloo of an individual interested 
in an unsound policy, reaches a 
high enough key to deceive local 
judgment, but spread over the 
national scene, it invariably falls 
because general public opinion 
never supports anything but 
wholesome truth. It was upon 


the realization of that principle! 


that the success of our 1200 thea- 
tres is founded,’’ 
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THREE STAR 
STUFF! 


An example of the potent 
wallop packed by ‘Para- 
mount ‘On Parade’”’ is the 
Clara Bow number in which 
she appears with Jack Oakie, 
Skeets Gallagher and a 
chorus of 42 sailors. Bow’s 
song will be “I’m True To 
The Navy Now,” by Elsie 
Janis and Jack King. 
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“Mr. and Mrs. Theatre Goer want only the 


é 


‘BIG POND’ RIOT 
AT AUDIENCE 
~ PREVIEW 


“It’s terrific!” 

That was the verdict of- William 
M. Saal, Publix’ General Director 
of Film Buying and Booking, af- 
ter a public audience preview of 
Maurice Chevalier’s latest picture, 
“The Big Pond.’’ Many Para- 
mount and Publix studio, distribu- 
tion and Home Office executives 
who were with him at Proctor’s 
Theatre in Yonkers, corroborate 
Mr. Saal’s enthusiastic opinion. 

“The Big Pond’ left. the 
small town audience weak with 
laughter, and applause at the 
finish was tremendous. 

A new Chevalier appears in 
“The Big Pond.” He’s as sympa- 
thetic as he was in his first pic- 
ture, as sparkling as in ‘“‘The Love 
Parade,’ but in (‘The Big Pond” 
he touches a performance level 
which includes both of these and 
more. He’s a human, humorous 
young Frenchman trying to get 
ahead in American business. 

The business is funny business. 
He’s the young hope of a chewing 
gum factory, trying to make good 
and win the heart of Claudette 
Colbert. He has to make good, 
for he works for the Billings 
Chewing Gum Corporation, and 
Colbert is Barbara Billings and 
charming enough to make any- 
body work hard. 


“There are more possibilities 


for selling in this story than) 


there have been in any picture 
I’ve seen in months,” said Mr. 
Saal, “And you can sell it with 
confidence, for the entertain- 
ment is there. I think I laugh- 
ed more than anyone in the 
audience when Chevalier dis- 
covered by accident that chew- 
ing gum could be flavored with 
whiskey! From then on he 
rates plenty with the Billings 
family, for ‘Billings Liquor- 
Flavored Non- intoxicating 
Chewing Gum’ makes competi- 
tors cry. The picture is such a 
riot you can’t think about it 
without laughing. ; 
“Chevalier sings two hit 
songs, ‘You Brought a New 
Kind of Love To Me’ and ‘Liv- 
ing in the Sunlight, Loving in 
the Moonlight.’ The titles give 
you an idea of their possibilities. 
There’s a typical American stag 
dinner in the picture, too, and 


Chevalier’s song there is just) 


too bad. 


The rest of the cast is right up 
to the level Chevalier sets. I 
don’t have to tell you how Col- 
bert can act. George Bahrer, as 
her ‘father, the chewing gum 
giant, is a wow, and the rest of 
the cast are excellent. 

‘“‘Audiences will go wild about 
‘The Big Pond.’. It has laughs, 
songs and_ sentiment, and 
they’re put together right. You 
can go all the way on this one 
and be glad you did.” | 


Unique Radio Contest 
: Aids ‘The Trespasser’ 


A novel guessing contest, by 
means of radio broadcasts, helped 
publicize ‘‘The Trespasser”’ in Tuc- 
son, Arizona. 
tive nights, prior to picture open- 
ing, highlights of Miss Swanson’s 
life were broadeast, with no names 
mentioned. For the first ten per- 
sons bringing the name of Gloria 
Swanson to Manager Roy P, Drach- 
mann, free admittance was grant- 
ed. Considerable favorable com- 
ment resulted. 


For four consecu- | 
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MANAGERS’ SELF QUIZ! 


Theatre Illumination 


_The questions appearing below are designed as a self- 
quiz for all anxious to improve their standing in show- 


manship through self-education. 


Get information on 


those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


QUESTIONS 


1. When choosing a dimmer, 
how shall one determine its capac- 
ity? Why? 

2. How can one determine the 
size of letters on inside illuminat- 
ed signs? 

3. In_ illuminating statuary 
what must be borne in mind? 

4, Should high wattage lamps 
be dipped? Why? 

5. What is the depreciation in 
the efficiency of lighting equip- 
ment due to dirt? 

6. What is the best system of 
cleaning to prevent this deprecia- 
tion? > 

7. What parts of the flasher 
need attention? | 

8. What points must be re- 
membered in the maintenance of 
outdoor signs? 


ANSWERS 


1. Choose a dimmer 
the same rated capacity 
load it is going to control. When 
the dimmer capacity is higher 
than the load, the light will not 
be dimmed out entirely and chang- 
es of brightness will be sudden 
instead of gradual. If the dim- 
mer is of lower capacity than the 
load it is compelled to carry, the 
cut-out will occur too rapidly and 
the dimmer will be burned out in 
time. 

2. The formula for determin- 
ing the size of letters on a sign is 


having 
as the 


as follows. The greatest’ viewing 
distance in feet divided by thirty- 
six will give the height of the let- 
ter in inches. For a viewing dis- 
tanee of 72 feet for instance, a 
height of two inches for the letters 
would be necessary. Width of a 
letter should be 60 per cent of the 
height while space between letters 
should be 40 per cent of the 
height. 


3. All statues when illuminat- 
ed cast shadows. It is important 
to get the statuary looking as 
natural as possible. For that rea- 
son, illumination should come 
from two sources so placed that a 
natural result will be obtained. 


4, It is impracticable to dip 
lamps of 50 or higher wattage be- 
cause such lamps are generally gas 
filled and the dip would burn off 
rapidly. 


5. On the average there is a 
20 per cent loss in the efficiency of 
light equipment in a month be- 
cause of the accumulation of dust 
and dirt on lamps and reflector 
surfaces. i 


6. Wash and clean all lamps 
onee every three months. Have 
them wiped with a damp cloth 
once every month. Dry wiping is 
not very effective and costs almost 
as much as damp wiping. Do not 
use it. 


7. Make sure that the flasher 
motor is properly oiled at all times 


Public Acquiring 
Candy Machine — 
Habit 


Reports from theatres having 
automatic candy vending machines 
show steadily mounting returns, 
proving that patrons are acquiring 
the habit of getting their sweets 
in the theatre, according to word 
from M. Schosberg,. head of the a 
lobby merchandising department. — 


Installations in Chicago have 
proved an over-night success. The © 
Roosevelt with only two machines © 
operating reported an income in 
one week of $128. The United — 
Artists and Towers reported $136 
and $77 respectively. a 


The record at the Oriental, how- 
ever, is the most outstanding. 
Total sales amounting to $343) — 
were run up the first week of the — 
installation with all indications — 
pointing to a weekly average of — 
$500. a 
Twenty Chicago theatres will be 
completely equipped by the end of © 
March. Installations throughout — 
the circuit will go on at a con- 
sistent pace, managers being sup- — 
plied as fast as the venders can 
be obtained. 


and that worn out brushes are re- 
placed as soon as possible, 


8. In general, signs should be 
cleaned once a month and painted 
once or twice a year depending on 
local conditions. Each = sign 
should be checked for burned out 
lamps every day and these should 
be replaced as soon as possible. — 
General repairs should be made at ~ 
the time of painting unless dam- 
age is such that it requires imme- — 
diate attention. 


BAKING CAKES IN UTAH 


Salt Lake City was made cake-conscious, and at the 


same time Publix-conscious, by 


sweepstakes contest staged there with the assistance 
of The Salt Lake Telegram during the month of De- 
cember. Makers and distributors of cake ingredients 
also were tied in with the contest, 
below are only part of the avalanche of publicity 


ayted 


es © me se" 
sels he e 
mor" gest} wi 


the Bake-a-Cake 


and the clippings 


Use Tésted Recipes for sor § Advises 


In Sweepstakes, Expe 
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which resulted. Contestants were required to pur. 
chase tickets dt a Publix theatre to obtain entry blanks 
and a list of rules, which specified that certain ingredi- 
ents must be used. Two special sections, covers of which 
are shown below, were put out by the newspaper, 
in addition to daily news stories and photographs. 
Prizes valued at $2,500 were distributed to winners. 


SELLING ‘THE GOLDEN CALF” 


By GLENDON ALLVINE 
Advertising Manager, Fox Films | 


(Not For Publication) | 


eS No, ‘“‘The Golden Calf’ isn’t a Biblical story, and is hardly a 
-. Sunday School entertainment. Nothing like it. The title refers to 
' legs—feminine, naturally. The parade of perfect pedal extremities 
“ in this picture is a tonic for the eye—and the box-office too. 

Sell the title with that in mind. Feature legs in ‘all your adver- 
tising. That will get the title across in its true significance. 

m . Here's what it’s about: 

Be: Sue Carrol’s an ugly duckling secretary to Jack Mulhall, commer- 
cial artist. Sue loves Jack, but he can’t see her. Jack’s searching 
for a girl to pose for hosiery ads. He advertises for girls and the 
studio is swamped with applicants. Jack and El Brendel measure 
-’em, but they don’t fit the requirements. Sue discovers she has the 
; underpinnings with the perfect measurements, but Jack doesn’t even 
bother looking ’em over. She quits. 

Marjorie White and Richard Keene transform Sue into a gorgeous 
beauty and introduce her to Jack under an assumed name. She’s 
picked as the hosiery girl. Jack falls in love with her, unaware that 
. she’s his former secretary. After many amusing complications he 
learns her true identity. He proposes; she accepts. 
si The story is backgrounded against the colorful atmosphere of 
Greenwich Village. It’s told with strong emphasis on the comedy. 
A quiniette of laughmakers—Jack Mulhall, El Brendel, Marjorie 
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| PROGRAM TIPS 
SET FORTH IN. 
TYPE PLOTS 


By LOUIS NOTARIUS 


TYPE No. Als 


The following is a program Eek 
builds from the moment it starts, 
making use of an excellent car- 
toon after the feature which has a 
doubtful ending, and thereby pull- 
ing the audience right back into 
a happy mood. : 


Consider this a perfect show. 
While it may be said that a strong 
feature like ‘“‘Street of Chance” 
does not need the best shorts for 
support, yet it is advisable to build 
the strongest program around an 
outstanding production in order to 
avoid dissipating its value; besides, 
a program of that type will estab- 
lish the house for several weeks to 
come: 


15 min. 


White, Richard Keene and Walter Catlett—-keep the picture spark-| 1. News ‘and Trailers. .... i 
ling throughout. There are five songs. : Ri oeLAa Rue’ apne 
el, Two of the pictorial highshots are the beauty shoe in: Which Huns “4.oStecet ofsGhancec..  ¢- 75 min, 
_ dreds of girls flash their forms, and the lavish illustrators’ Ball in|| 5. Radio Riots ........... 7 min. 
a ae are introduced elaborate singing and dancing ensemble nd oo ies Tale. 
‘numbers. ; i . : TYPE No. 2, 

i These catchlines sound the keynote; “A musical movietone of With “Green Goddess”—a so- 


legs, love and laughter.” ‘You don’t know the calf of it till you see 
‘The Golden Caltf’.”’ 
perfect limbs.” 

It’s an exploitation natural. Local leg contests, beauty shows, 
and hosiery tie-ups are made to order for this one. The Press Book 
gives you a lot more, including full particulars on how to put the 
five songs to work for you. They’re published by Red Star Music 
Company, 729 Seventh Avenue, New York City. Pat Flaherty, man- 
ager of the firm, will go the limit in co- operating. 

It’s a showman’s picture. And if showmanship means anything 
in this business, here’s a picture you can sell to a fare-thee- well. 


_olelolelefoieieioleteles oa ae a Sac Sete Pe Fait del org 


' amusing. Here we get an example of the amusing tragedy—all 
because Johnny Burke ‘trumped his wife’s ace’ and not only loses 
his savings of a life-time, but comes pretty near losing his wife. 

et A rather lavish and dressed up production that will go well with 

Bae a feature like ‘‘Light of Western Stars.’’ A comedy that will have 

all-round appeal and worthy of the best house. Marjorie Beebe, 
as the wife, ably assists that funny comedian, Johnny Burke, both 
of whom are definitely established as first grade comics. 

- POLISHED IVORY with Lloyd Hamilton (18 min.) Another one. of 
those slow-boy action comedies resorting to low hokum with which 
Hamilton is associated. All of the trouble starts when the 
comedian tries to deliver a piano in his tin lizzy. It doesn’t re- 
quire much imagination to anticipate the result. Hamilton re- 
sorts to the type of gag that appeals to “BY audiences and to 

y children in general. Fairly amusing. 

DAD KNOWS BEST—(20 min.) A Jack White comedy with Taylor 

. Holmes and Helen Bolton. A smart, dressed up farce with Taylor 

Holmes playing straight and as drunk. It tells the tale of a 

father who acts as host to the snobbish mother of his son’s sweet- 

heart. How he brings her down to earth with a few drinks, which 
make her ‘common,’ is portrayed with a lot of ingenuity and spark- 
ling dialogue. Good entertainment all the way thru, giving Holmes 

a chance to display his varied talents as a comedian. 

Be PATHE 

THE GOLDEN PAGODA—(11 min.) A travelogue similar in type 

to the Fitzpatrick subjects, but handled in a far more interesting 
manner. The scenes are laid in Burma, giving the viewer a color- 
ful picture of the lives, customs, and habits of this backward 
people. The off-screen lecturer gives a fine word-picture of the 
scenes portrayed, declaiming in dramatic style, rather than merely 
announcing the sights. This adds to the interest tremendously. 

A worthwhile subject for the best houses and should be used 

wherever ‘Travelogues have been accepted in the past. 

a Ae 


BROOKLYN TRIES 
PREVIEW SCHEME 


At the suggestion of Milton H. 
Feld, division director, Manager 
Bob Weitman of the Brooklyn Par- 
amount will inaugurate a ‘“‘short 
subjects preview night” as a week- 
ly feature at his theatre. After 
the last regular show on Tuesday 
nights, several new short talking 
pictures will be screened for the 
purpose of gauging audience reac- 


to attract patrons by giving them 
extra entertainment and an oppor- 
tunity to glimpse new short prod- 
uct before it is generally released. 


Gee eee ae ea, 


SALES POINTS 


The following are three of 
the most important sugges- 
tions in connection with the 
successful operation of a 
Music Sales Booth, as given 
by Mack Stark, head of the 
Music Sales Department: 


tion. 1. Proper location of 
The scheme, which has been 5 a in ier lobby 

. practiced with success at other ve wire salesman 
3. Lobby entertainment 


points on the circuit, is planned in 
Brooklyn to supplant the weekly 
radio ‘‘owl frolics,’? which have 
been discontinued. It is expected 


} 


concentrated near 
the booth. 
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“A Greenwich Village revel of model maids and | 


phisticated drama—plenty of song 
and comedy as contrast are re- 
quired. The following program 
serves the purpose. 


1. News and Trailers... ..15 min. 
2. Barber Shop Chord..... S min. _ 
3. Stronger Sex .......... 19 min 
4. Prisoners Song ....... 5 min. 
o> Green Goddess ....... 73 min, 
Votal...... 120 min. 
TYPE No. 3. 


A picture like “Lost Zeppelin,”’ 
which lacks drawing names, al- 


Publix Opinion under the caption 


by A. J. Balaban to each theatre 
playing presentations or vaude- | 
ville. \ 


*|though it serves good entertain- 
* ment, should have a strong front 
= show with at least one pis name 
* |as an added attraction. he fol- 
By LOUIS NOTARIUS %|lowing is an example of such a 
Publix Theatres Booking Dever * program. 
. (3  Aim’t *Chais 68) bee 4mi 
seeteteteeteietetetettetetatotololeinesegeietototeteted delenit Gh | Oo N tes and Wvaters | 118 min 
3. Hot Dog .............. 7 mi 
EDUCATIONAL a Bake or Gunn aban 
HE TRUMPED HER ACE—Mack Sennett—-(21 min.) If your patrons 3. Getting a Ticket. ......11 min 
are Bridge fans, they will certainly get a kick out of this one. If| , ®& Yost Zeppelin ......... 73 min 
they’re not, they’ll still find this dialogued comedy, funny and Total. .....128 min. 


TYPE No. 4. 

' In view of the faet that many of 
our straight-sound-policy theatres 
have neither orchestras nor organ, 
it is well to open with an out- 


\ 
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SELLING ‘LADIES LOVE BRUTES’ 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 


(Not For Publication) 


This is in many ways the best George Bancroft money picture 
ever made. 
It hits when Bancroft is at the height of his popularity. Variety’s 
annual impartial poll of the drawing power of stars of all companies 
reveals Bancroft at the top of the list. Tell your people that and 
invite them to come to ‘‘Ladies Love Brutes’’ and find out why. 

This show has a knockout title, typically Bancroft. It suggests 
all sorts of contests—best letters from women on why ladies love 
brutes, or don’t love them, etc. The press sheet has a load of prac- 
tical ideas tying up with the title. 

But the principal reason why ‘‘Ladies Love Brutes’’ should prove 
Bancroft’s best money-maker is because it has something for every- 
body in it. Though Bancroft mixes with the underworld in this role 
as the roughneck skyscraper king and there are a pair of man-eating 
fist fights in it, this show is by no means all underworld. There’s 
ritzy society atmosphere in it. There’s roaring comedy when George 
tries to go Astorbilt and tuck his hairy chest into dress clothes and 
juggle a tea cup at a Park Avenue soiree. There’s‘a heart-throbbing 
love story aS warm and appealing as you find in the most romantic 
of pictures. And there’s an additional authentic pull at the emotions 
in the love of Bancroft for his kid son and the sacrifice he has to 
make for the boy. 

All the Bancroft regulars will go for ‘‘Ladies Love Brutes:’ 
In addition, everybody who likes any kind of a motion picture should 
go for it also. 

The cast is Grade A. Mary Astor, as the society wife whom the 
tough Bancroft fascinates, is a revelation in talking pictures. Always 
a fine looking girl, her rich, low voice makes her five times as interest- 
ing. Fredric March, delivering the kind of performance he gave in 
“Sarah and Son,” is in it too. So is Davey Durand, the kid in ‘‘Inno- 
cents of Paris,’’ and Stanley Fields, the Detroit pootlegger in Powell’s 
“Street of Chance.’”’ Directed by Rowland V. Lee, who made “Wolf 
of Wall Street.’’ Written by Zoe Akins, screen author of ‘‘Sarah and 
Son.’’ " | 

Most theatre advertising hasn’t space for details. It has to say 
it quick. The quickest way to sell this show is to display Bancroft _ 
big and then hook him up to the exceptionally good title with a catch-- 
line. For instance: 

See George Bancroft, the Mighty, fascinating a millionairess in 
“Ladies Love Brutes’’...George Bancroft crashing into society and a 
wealthy woman’s heart in ‘“‘Ladies Love Brutes’’...See Bancroft leap 
from a high skyscraper girder into a Park Avenue boudoir in ‘‘Ladies 
Love Brutes’”’ .He boasted, “I always get what I want!” He wanted 
a millionaire’s’ wife. Did he get her? Come and see...The Wolf of 
Wall Street, The Mighty Bancroft, roars out of the Underworld to 
throw a Thunderbolt fnto high society in ‘“‘Ladies Love Brutes’’. ..Do 
a rich woman’s white arms conquer the mighty Bancroft’s strength? 


WS 


Jean Arthur, etc., 
bining Bancroft as roughneck and 
head, 
straight newspaper publicity. 


“Girls, Which Do You Prefer?” 


On Page 3 of the press sheet various Paramount stars, such as Bow, 
answer the question, 
These would make good small teaser ads. 


“Do ladies love brutes?” 
On Page 5 is a cut com- 
Bancroft as society man under the 
Useful for contests, ads and 


Here’s a gag: George Bancroft, L.L.B. Like a college degree. 
Standing, of course, a “Ladies Love Brutes.’’ 


© 


Theatre Hostess 


standing classical overture made 
by Paramount or any other dis- 
tributor. This adds a touch of 
‘class’ to a bill and if it contains 
the proper selections, making use 
of fanfare and brass, will please 
even those who do not appreciate 
the better music. 


1. Chanson Russe Overture, 

: j 5 min. 
2. News and Trailers....13 min. 
3. The Benefit ........... 10 min. 
4. Family Next Door..... 20 min 
5. Jazz Rehearsal ........10min 
6. Young Eagles ........ 69 min 

Total...... 127 min. 
A touch of novelty will aid ma- 


terially in the appreciation of your 
program. The proper spotting of 
interesting Sportlights such as “A 
Feline Fighter’; an Audio Re- 
view like “I Knew Him When’: 
the addition of a bit of color here 
and there;——in fact, any outstand- 
ing novelty will increase the enter- 
tainment value of your show. 


Features of unusual length 
should not be presented cold. A 
production like ‘‘General Crack’’ 
should have at least a five minute 
novelty to introduce it. The audi- 


ence must be put in a receptive], 


mood by means of a live cartoon 
or other appropriate subject. 


Editorial Reprints Put 
in All Dressing Rooms 


Reprints of an editorial which || 


appeared in a recent issue of 


“Star or Ham’’ have been mailed 


The editorial emphasizes the de- 
 Sirability of maintaining harmoni- 
‘ous relationships between per- 
formers and theatre staffs. At 
Mr. Balaban’s direction each thea- 
tre will receive enough copies to 
place one in each dressing room, | 


Gets Feature 
News Story 


H. D. Grove, city manager: in 
Rock Island, Ill., planted a fea- 
ture story in his leading daily pa- 
per on the hostess at the Fort 
Theatre. She was engaged through 
a want-ad, so the story was writ- 
ten around the angle that the girl 
had picked a job from a Daily 
Argus ad and made it into a po- 
sition. ( See reproduction on Page 
6 of this issue.) 

Engaged as a directress, the 
story said, Miss Peggy Crowther 
extended her activities and start- 
ed arranging bridge parties on the 
theatre mezzanine. It also re- 
counted the discovery of another 
of her talents, when a patron be- 
came ill; it seemed that she had 
received nurse’s training, and fol- 
lowing the incident was placed in 
charge of the theatre’s first-aid 
department. 

District Manager Nate Fruden- 
feld reports that following the 


success of the hostess idea in Rock 
Island, a hostess has been install- 
ed in the Columbia, Davenport, 
Iowa, and a search is on for suit- 
able young ladies to act as host- 
esses in the Paramount theatres 
in Waterloo, Cedar Rapids and 
Des Moines. At the Columbia the: 
hostess is supplied with special 
stationery and also with guest. 
cards which she mails to visitors 
to. the city. 


FREE PAGE AD ON 
BRICE’S PICTURE 


Taking profitable advantage of 
a stirring sequence in ‘Be Your- 
self,’ when the results of a 


| championship boxing match are 


broadcast, (stills can be ‘obtained 

from exchange). Arthur Jeffrey of 

the New York Rialto had Fannie 

Brice, star of the picture, pose for 

} ree nage radio ad. The 

page broke at a time when 

no ads were carried by the theatre 

in the dailies and, with its dom~ 

inance of theatre name, picture and 
playdate, was able to offset any- 
lack of program notice. The radio: 

people were more than glad to use: 

the photo of Miss Brice as an she 

catcher. a 


PUBLIX MANAGERS! : 


To get the most of the tie-up 1 aE the Lane Company, 
manufacturers of the Lane Cedar Chest, and Publix Theatres, 
get your local furniture dealers to purchase through the Lane 
Company huge quantities of the special song number, “In My 
Little Hope Chest,” the song hit from the Paramount picture, 


6 ‘Honey. i) 


The dealers will then be in a position to advertise in the 
local newspapers and through window displays the free. dis- 


tributions of the song, which 


in turn advertises the cedar 


chest and the picture. Dealers can purchase the special num- 
ber of the song from The Lane Company, Altavista, Va. 

The names of your local dealers can be obtained from Sam 
Baron, room 1105, Paramount Bldg., New York. 


FREE BEER! 


The Incriminating Photogra- 
pher does his stuff. From left 
to right, Manager Ted Emerson 
of the Strand, Des Moines; Dis- 
trict Booker Lew Bray, Divi- 
sional Director Arthur L. May- 
er, and District Manager Charles 
M. Pincus. The bar is genuine, 
but the beer is not. Scene is the 
inner lobby of the Strand dur- 
ing the showing of “Roadhouse 
Nights.” Patrons partook of 
free beer, promoted from a lo- 
cal brewery, and free lunch pro- 
vided by various stores and res- 
taurants in return for poster 
credit on the bar. 


three day conference in Chicago. 


BEAUTY FOR STUNT 


Cashing in on a prize trip awarded “Miss Newport, R. 1.”, Manager 
B. J. Perkins of the Publix Strand in that town, had the young lady 
paint “Slightly Scarlet” over the front of the house, to publicize the 
picture. With the popularity contest still fresh in the minds of the 
residents, this stunt proved highly effective. Photo, as seen below, 
broke in the local papers. 


LIVELY LOBBY 


A view ‘of the atmospheric display in the lobby of the Indiana The- 
atre to exploit “Street of Chance.” B. V. Sturdivant declared that 
much favorable patron comment resulted from this excellent lively 


lobby idea. 


These live-wire Publix managers from Nebraska 
and Iowa held a miniature convention recently in 
Omaha. Division Director A. L. Mayer, who presided, 
and. his district managers reported details of the big 
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OUT FOR BIG MONEY! 


Enthusiasm was 


high and plans for copping large chunks of the $30,000 
prize money in the Second Quarter Profit Push were 
outlined. This Omaha session was typical of the series 
of similar gatherings held throughout the circuit as an 
aftermath of the Chicago convention. 


quee, too. 


VIVE CHEVALIER! 


me town. Here’s a shot of 


Maurice Chevalier is a big guy in his ho 
“Parade D’ Amour” 


the mob that stormed Le Paramount in Paris to see “F'« 
(pronounced “Love Parade”). Plenty of merchandising on that mar- 


PEGGY CROWLEY. 


Herbert Grove, manager of the Fort Theatre, Rock 
Island, Ill., recently employed a hostess to dress up 
the foyer of his theatre and to stimulate extra business. 
It is her duty to arrange special theatre parties, supply 
the society editor of the Rock Island Argus with newsy 


|Peggy Picks a Job From Argus 
Ad and Makes It Into Position 


She Molds Responsibili- 
ties For Self at 
Fort. 


BY RUSS BOOM. 
Your job is just as good /as you 
make it, an old saying goes, and 


‘Miss Peggy Crowley, 1600 Twenty- 
‘fourth-and-a-half street, Rock Is- 


land, is an example of one who has 
turned a small, relatively unim- 
portant task into'a position of wide 
responsibilities and duties. 
Peggy—she admits her first name 
is Margaret, but, prefers to be 
called Peggy—wanted a job. Even 


rafter two years at Augustana and 


two more at the University. of Iowa, 
she discovered that situations for 
22-year-old brunettes weren’t as 
plentiful as they might be. 

So Peggy turned to the classified 
section of The Argus. What’s this 
—‘“Wanted: Young woman. Must 
be attractive and have personality.” 
She looked into’ the mirror criti- 
eally, surveyed her full 5 feet 2 
inches, and decided to investigate. 

She found that the Fort theatre, 
Rock Island, one of the Publix 
chain, was looking for a “direct- 
ress.” And a directress, she learn- 
ed, was required to stand in the 


PUBLICIZING YOUR HO STESS 


ERS 


NO PASSES 


Albert J. Siner of the Im- 
perial, Pawtucket, had this little 
sign made, then went it one bet- 
ter and made some snapshots of 
it to hand to those “I know the 
manager, I'll get you a pass” 


| guys. 


THEREMIN 


At the Metropolitan in Bos- 
ton, the Theremin, that unique 
instrument that 


draws music 


from} the air, is used as a ‘live’ 
lobby attraction. Being the first 
theatre to introduce it in Boston, 
the Metropolitan received some 
newspaper publicity. L. I. Bearg 
is manager of the house. 


items about these parties, and to arrange bridges on 
mezzanine of the theatre. The publicity story printed 
below appeared in a recent issue of the Argus. It can 
be retyped and used in other houses employing 
hostesses. Various want ad stunts can also be effected. 


} 
foyer and steer the customers to 


aisles where bigger and_ better 
seats were to be found. “To your 
right please, second aisle,” or, 
“You may check your coat and hat, 
sir, if you wish, to your right.” 
Such were the duties outlined. 

It was a new plan of the Publix 
Theatre corporation, a part of its 
program to provide increased serv- 
ice, and, incidentally, a pretty, wel- 
come smile, at the front door of 
its leading Rock Island theatre, 

Out of several dozen candidates, 


Peggy was. selected and. offered the} 


job. She considered, saw possibil- 
ities, accepted. | : 
Peggy Had Ideas. 

Publix, however, had riot reck- 
oned with its Peggy. She had idéas, 
Moreover, she had the ingenuity 
and energy with whicl: to put them 
over. ; 

The first thing she did was. to 
begin arranging theatre parties, 
She told her friends and acquafnt- 
ances,.and they are legion, to: tele- 
phone her when they were planning 
theatre parties. She would see that 
they received special attention, 
seats together, an extra large ,re- 
served section, or the like. Soon 
part of her time was being taken 
up at the telephone and she was 
serving as a sort of combined book- 
ing agent and social secretary. 

One day Peggy happened to no- 
tice: the spacious lounge on the 
mezzanine floor of the theatre. ~ 
' “Now, isn’t that a shame,” she 
thought, “that big, beautiful rodm 


practically going to waste. Some- 
thing ought, to be done about -it.” 

So she inveigled,H. D. Grove, 
manager of the Fort, into buying a 
supply of bridge tables and chairs 
and a generous stack of linen 
covers. “We’re going into .the 
party business,” she said. 

So Now Its Parties. 

And into the party business. they 
went. Only it wasn’t really.a busi- 
ness, for the bridge party facilities 
were provided free of charge to 
theatre patrons. ‘Of course, such 
added service attracted increased 
numbers; of women to. the theatre 


for combination theatre-and bridge 


parties, reflected gains dt the box 


‘officé, and gave Peggy’s job an- 


other boost. It wasn’t long before 
she was booking bridge parties 


regularly. 


One of her other duties—and tal- 


ents—was just discovered the other} 


day. A woman in the audience be- 
came suddéily ill; She reached 
the foyer and-there she fainted 
dead away. Peggy was on_ the 
scene in a second, seeming to know 
just exactly what to do. fn this 
case, it was an old-fashioned chok- 
er collar which was literally chok- 
ing. the woman. When it was 
Joosened she revived quickly. In- 
quiries revealed that two years of 
Peggy’s college career were spent 
in nurse’s training, so now she’s 
been established, in addition to her 
other duties, as a _ single-handed 
first aid department for the theatre. 


$3 
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THIS SOCKED’EM IN OMAHA! 


Four page “quickie” that hit the streets of Omaha divorce trials, gang killings, night-clubs, roadhouses, 
like a cyclone and sold “Roadhouse N ights” appearing etc. The stunt occasioned considerable ‘comment and 
at.the Paramount Theatre. This is always a good stunt built up business for the theatre. Manager Charles 
to pull on pictures dealing with subjects always played Pincus and Publicity Director Waterstreet are respon- 
up heavily by newspaper tabloids, such as murder, sible for the gag. 


wrong number 
COAST GUARDS ARRIVE - 
in th 8. Const 
: id in the form of the 0. . 
Guard thereby siving the day for Willie and Iie 
weethoart and bringing sahout the arres 
flurner. 


eee A ay 28 
FRIDAY) vovs one’ 


ON. THE STAGE 
New York Publix Stage Show 


ccegite:| —geey THIS 1S THE: 
voles) <p. MESSAGE THAT 
iere the Tum wus : Fete) SAE THO LVS 


nging in for the 
ne of the biggest 


abl 

over the-telep 

ing annihilate 

or, leader of the Kum 

white Willie was 

OF the death of Joe Ring, as 

porter. i 
When Willie entered the “Hive 

um,'" well known Nite Club and gang, 
: ich the Const Gus 


tu gel a story 
write Te 


1c Will 
if Horne 
Mf aggeeredd aubo thie 


WITH : 
Saves Reporter’s Life? 


and the PARAMOUNT a a ETNIES OMEAee 
BILLY MEYERS 22-—— 


; ae ode 
The Vagabond King” Morse © 


Coming ene! 


Laughs --- Romance --- Thrills OMAHA CLO SES 


paramount Theatre All NIGHT CLUBS 


iS = 7 Except RIVER INN 
acme |l| . se It’s a Scream! Chaplin of the Talkies 
NIGHTS of GAYETY! é‘ : SCREAM with laughs! Scream 
NIGHTS of DANGER! cat en ceca CAT, 
ee a one eg op 
talkies started. HELEN MOR. 


GAN, ltucious Ziegteld star. 
CHARLES RUGGLES, FRED 
KOHLER. 


HELEN MORGAN'S heart throb 
ballads. CHARLES RUGGLES. 
Thrills from FRED KOHLER. 
CLAYTON JACKSON and DU- 
RANTE lifting the laughs. Every- 
thing you want! 


It’s the talkie of the town! 


‘Helen Morgan and the comedy team of Clayton, Jackson 
‘i.e scene from the Paramount Picture, “Roadhouse Nights" 


ES 
Lola Fagan, Dancer, News Photographer Risks Life in: 


Tips off U. S. Coast Taking Raid Pictures : 
eee Ge pin oe zie fi MINTHE ‘ : 
. t 'SINGING. THRILLING. FUN RIOT 


Lola Fagan, well known dancer and Nite Club en- 
iver Inn” and former sweetheart of Willie 


ROADHOUSE NIGHTS’ 


———= 71 Garamount Gicdure ——— 


stance to the officers last night in finding the 
Rum King’s private “hideout” and also where the liquor 
was hidden. Lola weakened when she saw Willie in danger, 
called him aside and told everything.. An attempted “get 
away” by Lola and Willie was thwarted by Horner until 
the U.S. Coast Guards had the situation in hand. 


{ WEDDING SOON | 


‘The writer has some inside information that the 


“Rowy” Miller. 


Caught by the Master Mind? 


Danger Lurks! 


Behind a mask of mirth. WIT 

IS A WEAPON. CRIME SINGS 

A SONG. NEW STARS! NEW 
THRILLS! NEW LAUGHS! 


“boys”. in the office will be receiving the customary 
smokes” from Willie shortly, as Lola has consented to quit 
the dangerous Nite Club and Rum Racket life and become 
Mre, Bindbugel. 


Everything you want in entertain. 
ment. A HUNDRED LAUGHS. A 
THOUSAND THRILLS. Nights of 
on | eayety and wild romance. Nights of 
** grim menace that will hold you spell- 
bound. 


om 


NIGHTS Hl 
agcien 


“4 : 
+ Garant Penoe Caries Regsiee 
Worlder eerie 


At the Paramount for 3 Days. 
Starting Friday, F-etu-m om 


| Horner Becomes the Dominating Figure in Gangland 


G 


COMING SOON---“THE VAGABOND. KING” Critics Cal 


ie nen : POLICE AID 


Because of unfavorable pub- 
lic and newspaper criticism 
LIVE LOBBY AND PARADE directed toward police methods 
in apprehending jay-walkers, it 
was a simple thing for M. P. 
Kelly, publicity director of the 
Minnesota Theatre, to publicize 
“Street of Chance” with the aid 
of local policemen. Thousands 
of 3 x 5 cards as pictured be- 
low were distributed to pedes- 
trians by school police. 


Harry McWilliams, publicity director of the Palace, Dallas, Texas, 
promoted a tie-up with the Schepps Kleber Baking Company, which 


netted him considerable publicity and helped swell receipts. The tie-up 
was as follows: Illuminated calliope with appropriate banners driven 
through the town night and day; cake given free to patrons by lady 
attendants, supplied by the baking firm; four 2 by_1 inch ads paid for 
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by bakers, announcing free cakes; inserts in 30,000 loaves of bread, 
and an eleven truck parade, as pictured below. 
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DONT s Six 
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1. DON'T cross stree 
1 ys 
signs or traffie oftcers at he 
2 DON’T cross street 


except intersections, SY Point 


DON'T 
3. diagonally,” "eet intersections 


4 DON'T 
F 'T crosa street 
: its in both direction 
NT fail ; 
re ‘ail to watch 
maki; ee 
mek left and right turns ry 


of Chance” 
- 


WATCH. TRAFFIC SIGNALS 
! 

Don’t Jay-Walk! 
And Don’t Forget to See 


William Powell 


in 
«STREET OF CHANC! ignal, watch app 


6. PONT ,ttake your life on, ‘the 
cars, 
These Slogans Compiled Through 
sai TRAFFIC. BUREAU 
linneapolis Automobile Cluh 


Wail 


NOW SHOWING 


HOTEL LOBBY DISPLAY 


Harry Crinklaw, supervisor of Art Departments in Nate Fruden- 
feld’s territory, is busy installing the hotel set pieces illustrated below. 
The hotel cut-out is designed to advertise the attractions at two Publix 
Theatres in one town. The beaver board is covered with textone and 
silver flitter and regular 14 x 36 insert frames have been attached 
to the beaverboard background. All the theatre has to do is change 
the insert card with each change of attractions. Note the prominent 
display of the Publix trademark, which has a definite value to the 
travelling public. Through past experience the traveller knows that 
consistently good entertainment can be found at Publix Theatres. 


SPRINGFIELD HOME RUN! 


District Advertising Manager Ray Puckett of Springfield played 
good ball with the Philco tie-up in his town when running “Hit the 
Deck’ as the illustrations below prove. He obtained ten windows like 
the one pictured, newspaper ads in four papers every day for the dura- 
tion, of the feature, a radio given to the holder of a lucky number, 
20,000 heralds printed and. paid for by local merchant, 10,000 ballot 
strips, 200 window streamers, and 7 irucks bannered on both sides. 
Paramount Theatre did not give screen credit or anything else. 
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PICTURES BUILD 
TRADE, HAYS 
ASSERTS 


“The motion picture industry 
is a most powerful factor in Amer- 
ican economic life and gives us a 
solid basis of hope for the future 
-by creating an increasing demand 
for American 
products,”’ said 
Will. H.- Hays, 
president of the 
Motion Picture 
Producers and 
Distributors, in a 
recent radio ad- 
dress. Se 
“Motion pic- 
tures have been responsible, both 
at home and abroad, for an in- 
creased demand for American 
manufactured products, and upon 


Localize this 
story imme- 
diately and 
plant it in 
your news- 
paper! 


this increased demand depends the | 


future prosperity of the United 
tes. 
ET Moin Pictures perform a 
service to American business 
which is greater than the millions 
in direct expenditures of picture 
producers, greater than immense 
holdings of realty in studios and 
theatres, greater even than the 
direct livelihood which the indus- 
try pays to the families — of its 
1,250,000 employees,” said Mr. 
Hays. ; : 

“The motion picture carries to 
every American at home, and to 
millions of potential purchasers. 
abroad, the visual, vivid percep- 
tion of American manufactured 
products. Our standards of living 
are steadily on the upward trend. 
We appreciate more of the good 
things of life. We want more, we 
work for more, and we buy more, 
and motion pictures contribute 
daily to this increasing spiral of 
demand. : 

“The motion picture industry is 
a new industry, young, virile. We 
have developed the peaceful settle- 
ment of business disputes beyond 
any record by any other business. 
We have taken the public into 
our confidence, invited the pub- 
lic to join and share leader- 
ship in our enterprise, past any 
previous instance in the history of 
the world. The motion picture in- 
dustry is your industry. You have 
made it so by a patronage of 115,- 

000,000 weekly in the theatres of 
the United States.”’ 

Mr. Hays concluded his address 
with an appeal for continued con- 
structive criticism. ‘‘The industry 
realizes its responsibility to you. 
You tell us what to do. 
tures today are a vast advance 
over five years ago, over one year 
ago. This year and next year they 
will be even better.”’ 


USES DURANTE RECORD 

J. H. McKoy of the Olympia, 
Miami, used a lobby cut-out of 
Jimmy Durante on “Roadhouse 
Nights,” with a loudspeaker re- 
laying Durante’s Columbia record, 
“So I Ups to Him,’’ from the mu- 
sic booth. : 
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FOR SMART 
- SHOWMEN 
ONLY! 


How many alert showmen 
will clip the lead story on 
the first page of this week’s 
“WVariety,’”’? and make copies 
of it for the local Chamber 
of Commerce, and the edi- 
tors of all local newspapers? 
The story referred to is the 
one that tells of business- 
men in Iowa demanding 
more freedom for the thea- 
tre, and shows generally, in 
the interest of local prosper- 
ity. Publix Opinion urges 
that the story be presented, 
as suggested, but in a subtle 
manner, so that it won't 
look like a Publix campaign. 
Let the Chamber of Com- 
merce folks start and carry 
out the idea. It’s all for 
their own benefit. The story 
in ‘Variety’ says that auto- 
mobiles. and good roads 
make it easy for local citi- 
zenry to migrate elsewhere 
for amusement and _ shop- 
4, ping. 5 
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BEG PARDON! 


In the last issue of Publix 
Opinion, in the article on En- 
graving on page 8, a number of 
photographs were reproduced of 
various half-tone screens. The 
one marked 55 screen was in re- 
ality an 85 screen half-tone en- 
graving. \The proper 55 screen 
is reproduced below. Compare 
with the photographs of Nancy 
Carroll in last week’s paper. | 


|ual mention, as well as plugs, over 
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; ASSIGNMENTS : 


% 

a 

ORM O HPP rs & 

Robert Gary has been appointed 

manager of the Paramount thea- 

tre, Des Moines, Iowa, replacing 

Jack Roth, who was promoted to 
District Manager. 


on T. Gallagher, formerly man- 
ager of the Tivoli, Richmond, Ind., 


|has assumed management of the 


Fort Armstrong Theatre, Rock Is- 
land, Ill. 
Gallagher. 


Fred Ford, former manager of 
the Strand Theatre, Meridian, 
Miss., has been appointed manager 
of the Saenger Theatre, Shreve- 
port, La. Ford is succeeded at 
the Strand by C. R. Willis. 


T. R. Campbell, former chief of 
service at the Isis Theatre, Pensa- 
cola, Fla., has been appointed 
manager of the Empire Theatre, 
Mobile, Alabama. 


Arthur Lehmann will assume 
management of the Crescent thea- 
tre, New Orleans, which will open 
during the week of April 6th. 


Harry Blake, formerly student 
manager at the Newman, Kansas 
City, Missouri, has been assigned 
as manager of the Strand, Chey- 
enne, Wyoming. 


F. E. Shipley, formerly of the 
Metropolitan, Houston, Texas, has 
assumed management of the Elec- 
tric, Joplin, Missouri, replacing 
M. D. Cohn. 


Frank H. Burns has been re-| 


placed as manager of the Rialto, 
High Point, N.C. by A. W. Bar- 
ber. Burns was transferred to the 
Colonial, Winston, Salem, N. C., 
taking over the management left 
vacant by the resignation of 
L. Orr. 


Holden Swiger, formerly man- 
ager of the Melba, Dallas, Texas, 
is now manager of the Denver, 
Denver, Colorado, succeeding A. 
W. Baker. 


Harry Goldberg, former division 


manager under A. L. Mayer, is no 
longer connected with the com- 


Pany. 


J. A. Causey, former manager 
of the Saenger, Shreveport, La., is 
no longer connected with the com- 
pany. 


John Krier: has replaced 1B De 


| Emig as manager of the Columbia, 


Davenport. Krier comes to the 
Columbia from the Managers’ 
Training School, receiving his as- 
signment two weeks before the 
close of the current session. 


M 
we le 


R. A. Howard succeeds | 


He 
+ 
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PARAMOUNT GETS 
CREDIT ON RADIO 


As a result of a suggestion by 
Sam Baron of the Famous Music 
Corporation to Don Clark, con- 
tinuity chief of the Columbia 
Broadcasting System, Paramount 
theme songs will receive individ- 


that chain hereafter. 

Clark has issued instructions to 
all continuity writers to include 
with the name of any Paramount 
song, in announcements, the name 
of the picture in which it is fea- 
tured and the fact that it is a 
Paramount picture. Whenever 
feasible, the star or some fact in 
connection with the picture will 
also be mentioned. 

This, arrangement insures full 
value to Paramount and Publix of 
plugs which Famous songs receive 
on the air via Columbia stations, 
since each time a selection is 
played it will be identified to the 


radio audience, 
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RADIO PROGRAM 
SET TO ORDER 
IN IDAHO 


Out in Twin Falls, Idaho, it’s 
next to impossible to get a radio 
program before 4.30 P. M., when 
the local station comes on. Joe 
Koehler, manager of the Idaho 
Theatre, not only got a radio pro- 
gram at noon but also got some 
four thousand people to listen to 
it. 

Early one Saturday morning the 
local Dodge dealer received a new 
model equipped with a_ radio. 
Streets were thronged with folks 
from miles around, but there was 
no program on the air for a dem- 
onstration. Then Joe Koehler came 
along with an idea. The car was 
parked at a prominent corner, the 
dealer instructed by Koehler to 
tune! the set in on the local station 
and pray. 

Next stop was the station, where 


the manager wanted $25 for an 
hour on the air and got $15, The 
hour began immediately, with 
Koehler doing the announcing. 
The only records he could find in 4 
his haste were numbers from ~ 
“Sunnyside Up,” his current pic- 
ture, and ‘“‘Show of Shows,” the 
coming attraction. w 
Everyone in town heard the © 
radio by the time the hour — 
was over. The Dodge dealer sold 
the car and Koehler sold two pic- 
tures, all at a cost of $15—paid 
by the dealer. 


Taxicabs Slash Rates 
For Theatre Patrons 


Going the street car half rate 
fare stunt one better, Phil Four- 
met manager of the Rialto, Den- 
ver, Colo., tied-up with a local 
taxicab firm on the same basis. 
One week in advance of the show- 
ing of ‘‘Dynamite,’”’ stickers were 
placed in all cabs to the effect — 
that during the run of that pic- . 
ture, patrons would be transported — 
to and from the theatre for the 
price of a one way. fare. 


To promote acquaintance, respect 


Publix, these one-minute biographies are offered. They’re not printed 
here portrayed. We want the photo and biography of everyone in Publ 


WILLIS W. GRIST, Jr. 


For more than ten years, Willis, 
W. Grist, Jr., city manager at 

the Carolina, 
Greenville, S. 
C., has been 
associat- 
ed with sev- 
eral large 
th-eatre 
ious capaci- 
ties. 

He received 
his first job 
in show busi- 
ness in March 
1919, as clerk 

*ifor the S. A. 

e| Lynch Hnter- 

prises in At- 

lanta. He con- 

tinued doing 

fas iat ia 

work for 

three years 

and was then 

assigned £0 

manage a 

W. W. Grist, Jr. theatre in 

Ranger, Tex- 

as. His assignments became 

quite rapid after this, as he was 

sent to houses in Temple, Cor- 

Sicana and St. Petersburg, Fla., 

in successive months. His next 

five years were spent acquiring 

the public’s reaction to theatres 

operated by different corpora- 

tions. Grist managed theatres 

for the Piedmont Amusement 

Co., Interstate Amusement Co., 

Publix Theatres and Universal 

during that time and when he 

left the last named firm, he was 

city manager for their India- 

napolis houses and also did their 

film buying and advertising. 

When he left Universal, Grist re- 

joined Publix and was assigned 
his present post. 


FREDERICK C. HINDS 


Frederick C. Hinds, manager 
of the Colonial, Watertown, S. D., 
has had a 
varied career 
during his 17 
years in the 
motion pic- 
ture industry, 
the World 
War rudely 
interrupted 
the even ten- 
or of his bus- 
iness life 
when he join- 
ed the navy. 

Prior to his 
entrance into 
show . busi- 
ness as a free 
lance scenario 
Wor i tie an: 
1918, Hinds 
was a report- 
er on the 
Minneap- 
olis Tribune 
and also an 
advertis- 
ing copy 
writer. In 

1915, he press agented the Minn- 
eapolis Orpheum and later man- 
aged the Strand and acted’as ad- 
vertising manager for the F. & 
R. Minneapolis loop theatres. 
The year after the war saw 
Hinds publicizing various pic- 
tures for Universal and later su- 
pervising advertising for five 
Southern Enterprises, Inc., houses 
in Atlanta. In 1920 he rejoined 
F. & R. and was made advertis- 
,ing manager for the St. Paul 
theatres. One year later he pur- 
chased his own theatre in Cres- 
co, Ia., and operated it for 8 


EK. C. Hinds 


years before he joined Publix at_ 


his present position. 


chains in var- | 


MEET THE BOYS: 


and mutual understanding of the splendid individuals who comprise 


- W. L. NICHOLAS 


W. L. Nicholas, manager of the’ 
Strand, Fairmont, Minn., is a vet- 
eran show- 

man who has 

been connect- 

ed with the 

entertain- 

ment  busi- 

ness for more 

than 20 years. 

For several 

years prior to 

1912, he man- 

aged the lo- 

cal iopera 

house. He 

then _ enter- 

ed the motion 

picture’ busi- 

ness for him- 

“} self, remain- 

ing there 

Weontin u- 

ously until 

1927, when he 

formeda 

partner- 

ship with the 

W. L. Nicholas F in k e 1- 

: Stein & Ru- 

ben chain for the operation of 
the Nicholas and Strand theatres 
in Fairmont. When Publix pur- 
chased the F. & R. interests, 
Nicholas automatically became 
associated with Publix and he 
was assigned the management of 


the Strand. Nicholas is an au- 


ing acquired his knowledge 
while serving as court reporter 
for 26 years before entering the 
theatre game. 


MORRIS ROSENTHAL 


4 Dunn managed 


thority on human reactions, hav- i 


The present manager of the 
Lyceum Theatre, Duluth, Minn, 
Morris Rosen- 
thal, received 
his early 
show busi- 
ness training 
while acting 
in stock and 
beste Since 
mate showing 
more than fif- 
teen years 
ago. 

In 1916 he 
entered the 
manager- 
ial side of the 
show game 
when he join- 
ed the Allen 
Brothers’ En- 
terprises, 
Me 2a. neras ee. 
ing vaude- 
ville and pic- 
ture houses 
in Cleveland, 
Ohi o, sand 
Windsor, On- 
tario. Previous to his associa- 
tion with Publix in August, 
1929, Rosenthal spent 6 years 
with the S. Z. Poli chain in Wa- 
terbury and Bridgeport, Conn., 
and several years with the A. H. 
Schwartz theatres in Long Island. 
Before he obtained his first, Pub- 
lix managerial position, Rosen- 
than was assigned to the New 
York Paramount and Rialto thea- 
tres as student manager. A few 
months later he was promoted to 
manager of the Strand, St. Paul. 
In December, 1929, he was trans- 
ferred to his present assignment. 


M. Rosenthal 


as vanity ticklers for the showmen 
ix. 


DONALD DUNN 


During the past four years, 
Donald Dunn, manager of. the 
Publix  Kun- 


gan, has been 
fllearning how 
to meet 
standards of 
showman- 
ship required 
by the Kun- 
sky Theatres. 
His first job 
under the 
Kunsky ban- 
ner was as 
usher at the 
Michigan 
Theatre. In 
three months 
time his abil- 
ity was rec- 
ognized and 
apprec j- 
ated. He was 
made treasur- 
GP Ons “tele 
theatre. Fide 

: remaine n 
this capacity for less than a year 
when he received another pro- 
motion, this ‘time the assistant 
managership of the Madison. Fis 
initial Managerial post was ob- 
tained nine months later, at the 
Madison. Prior to receiving his 
present assignment at the State, 
the Adams for 


Donald Dunn 


HARRY HERMAN 


A veteran showman who has 
en connected with the theatre 
for more than 
twenty years, 
is now city 
se} manager — at 
Ces P a tea 
mount, Cedar 
Rapids, Ia. 
Harry Her- 
man, who re- 
ceived that 
assiignment 
June 14, 1929, 
worked as 
casting direc- 
tor, film sales- 
man, press 
agent, man- 
ager and the- 
atre owner 
during those 
years and in 
that time ac- 

quired all the ° 

vast ‘knowl- 

edge of suc- | 
cessful thea- 

tre operation . 

he now pos-. 

sesses. 

He started his theatrical career 
as office boy in Hammerstein’s 
New York Victoria Theatre and 
later associated himself at vari- ; 
ous times with C. B. Dillingham, 
Cohan, Harris and Gest as as- 
Sistant manager for their shows ! 
for more than seven years. He 
then joined the World Wide Film 
Co., at their Fort Lee, N. J. 
studio. Herman severed rela- 
tions with this firm and went to 
work for the Norma Talmadge ° 
studios in New York, where he 
remained for a short while and 
then left for the coast to become 
assistant casting director for 
Thomas Ince. He quit the pro- 
ducing end of the business and 
became film salesman for MGM, 
where he stayed for six years, | 
He left MGM to manage the 
Orpheum, Clinton, Ia. and later 
the Majestic, Cedar Rapids. Her- 
man next purchased the Strand, |} 
Fort Dodge and when he sold it | 
to the Blank = Circuit, he was 
given his present post. 


be 


Harry Herman 


| BARRY IS QUIET 
| BUT CAPABLE 
EXECUTIVE — 


4 It always takes a little man to 
handle a big job. One of the big- 
gest problems in Publix is in the 
capable hands of one of the small- 
est members of the organization. 
The problem is the manpower sit- 
a uation and the man is Jack Barry, 
q director of personnel. 

Jack is small—from the stand- 
point of stature, but don’t let that 
fool you. If his height was pro- 
portioned to his ability and to the 
tremendous things he has accom- 
plished, he’d have to duck every 
time he entered the door of his 
office. Nature usually compensates 
those whom she short-changes in 
a physical sense by equipping 
them with unusual mental agility 
and boundless energy. And she 
followed this rule in Jack Barry’s 
case. 

We asked Jack about his job. It 
wasn’t a test question—to discover 
if he knew what he was doing. We 
knew that he does—and how! It 
wasn’t to draw out an explanation 
of the department set-up. He is 
the department, there is no set-up 
and his title is self-explanatory. 
But it’s the usual dodge of an in- 
terviewer to persuade his subject 
to begin talking about himself. — 

Modest Answer 

“It’s just trying to help in the 
selection, training and assignment 
of men,” he replied. 

And that is a more accurate 
picture of Jack Barry than the 
one that appears at the beginning 
of this article. It reveals his per- 
sonality and character more clear- 
ly than anything else that will be 
written in this biography. 

“JUST the selection, training 
and assignment of men!’ ONLY 
the instinctive judgment of a keen 
student of human nature, exer- 
cised in the careful selection of 
potential material from the huge 
numbers of candidates interviewed 
by him from within and without 
the organization. MERELY the 
shrewd administration of the 
training facilities (conceived and 
founded by him), which are pro- 
yided to equip these men for the 
work they are to do. NOTHING 
BUT a rare executive ability, based 

upon an accurate knowledge of 
conditions, throughout the organ- 
ization and a complete understand- 
ing of the available manpower, 
enabling him to ‘‘help’ in deter- 


{ 
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depend upon theirs. 


JOHN F. 


PUBLIX PERSONALITIES 


These Publix personalities depend upon your effort, just as you 


To know and understand each other’s person- 
alities and problems will lighten the, 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


burdens of everyone, and make 


SON 


SS 


BARRY 


Director of Personnel Department 


mining the assignment for each 
man which will bring maximum 
efficiency. 
He Was An Usher 
Jack Barry was born in 1894 in 
New York City. He says it was 


“down by de gas woiks,’ but it 
couldn’t have been, because he 
doesn’t talk that way. And he 
strenuously denies that it was 
back-stage, all reports to the con- 
trary notwithstanding. He was a 


What Manager Morris Rosenthal of 


hold noon meetings in the theatre. 


There are more ways than one to catch a bird. 
ire, Duluth, might have lost during Lent in theatre 
tickets he made up to a large extent in good will. 
During the first week of Lent, the churches of Duluth 


not denominational and are held in the business center 
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Merit and Service 


The boy who ushers you to a seat, 
in the theater today may be man- 
agér tomorrow—here, ip San Fran- 


That 1s, if he has the personality 
abilny character” 


The Publix Theaters Inc which 
operates playhouses throughout the 
United States and Canada, has 


ice Schools of instruction are be- 


emp oyes are being yaught all de- 
tails of theater work and manage 
ment that their services may lead 
to greater fields of usefulness and 


yppereoes > | doormen or ushers act like soldiers. 
Many Peging church OF | Si" the purpose of each map 
zequiring the same walk with the 
\ ame snappy steg. They are drilled | you 
gsage WHat | in signals so that sn usher on one! vars 


\ 
| conan sevice 
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Keynote of Theater 


side of the theater might signal to 
an usher on the other side for va- 
cant seats without the patrons 2 
nnoyed by unnecessary words 
or Palm Beach | 108 sions Weekly fire drills are 
held in order that every man may 
know exactly how ‘to acquit him 
self should an accident of any sort 
break out Weekly meetings of the 
cervice staff are held every Sunday 
with the manager presiding Pa 
pers on subjects dealing with dif 
ferent problems that present them 
selves in the daily routine of work 
are prepared and offered before the 
staff for discussion, Every mem: 
ber of the organization calls each 
The manager ad: 
regses the lowest man in the rants 
- Mr Jones or Mr Smith The 


and aggressive 
a good manager 


of umversas serv- 


the theaters and 
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of sound, 


— 


Aone who 
a "pel a one of the greatest 
life. Upod 

dern Oe shought, 


needs of out 
mee ad 

pon tolerane ¢ 

» so ey civilization is 

, ow 

qeetings 


Viberty © 


will prove 
F Fable FF 


the fang 


to accommodate business folks. The clipping at the 
left is an editorial on the subject. The other two clip- 


vided into subjects and has been planted under dif- 
ferent headings, enabling Rosenthal to continue the 


e first t quali 
chines Te battery ¢ thing that greet, | Tel ous 


Dus ie th 
eitions “ang | Breaded 1 Needle | Charge, 


eking hnd”~ 


AOE fare ipm 
Rov# teases tor the 


stories planted in the local paper. 
ctivity about a theatre has been di- 


{ 


4s the hor 
tested teat test. Each ‘ny, 

e 5 
the eqece volt rn fi 


constants, Picture ig poC!8l Phone 
Atorg sett) 
Picture wilt 82 Sound volume CPE 


tio} 
mi ns 
and ae eaer sits at @ goojtbe sf 


ce. The film 
Suggest ts a) 
iusgostive Iso a 
The ushers are 


cl 
ro 

OW an ey 

Hokete an eay Castler nap ieiDs tor 

he: 


MORRIS RO 


[aa 
Manager op SENTHAL, ~ [Po 


Lyceum, ” 


here 
ttreq 


Parcels are “4, che 
a Too) 
skopper ShPtad fa 


other 


theatre usher as a youth. He ex- 
plains that front house operation 
rules about qualifications for ush- 
ers were not as stringent in those 
days, so he ‘‘got by.’’ No particu- 
lar interest in show business, but 
an urgent desire to eat regularly, 
prompted him to take the job, he 
says. 

It may have been these same 
economic problems which inspired 
Jack to go in for higher education, 
which he did with a vengeance. 
Following his early education in 
New York City, he attended Ford- 
ham Columbia and Johns Hopkins’ 
universities. | Not content with or- 
dinary matriculation, and realiz- 
ing that it would ‘“‘take a lot of 
education to help a dumb guy” 
(his explanation), he took a flock 
of post-graduate work. And not 
satisfied with a single degree, he 
annexed three or four before call- 
ing a halt. 


Industrial Expert 


Barry’s experience before iden- 
tifying himself with the theatre 
was in the newspaper and adver- 
tising agency fields. One of his 
notable achievements during this 
period was an industrial survey of 
American ‘cities from coast to 
coast. This work later was pub- 
lished and reached a) circulation 
of three-quarters of a million. 

Next he specialized in making 
market analyses for newspapers, 
which later also were published. 
Barry also is the author of many 
authoritative’ and widely quoted 
articles and works on economics, 
advertising and management. 
His “Building Theatre Patronage’’ 
is one of the most complete and 
valuable compilations ever made 
on the subject of theatre manage- 
ment. 

It was in 1923 that Jack Barry 
became associated with Para- 
mount. It was Harold B. Franklin 
who induced him to take the step 
and he joined the Paramount thea- 
tre department as Franklin’s as- 
sistant. Among other duties he 
edited ‘The Close-Up,’ a_ bi- 
monthly publication and the fore- 
runner of Publix Opinion. 

Suggests School 

In 1925, during a huddle on 
the question of manpower, Barry 
suggested a theatre managers’ 
training school with an intensive 
six months’ course. It was some- 
thing unheard of in the theatrical 
game and his associates greeted 
the suggestion with smiles—which 
eradually turned into thoughtful 
frowns as they concentrated on 
the idea. : 

The result .was that the sugges- 
tion was adopted—and Jack was 
elected to do the work. Thus he 
became the originator, founder 
and director of the first managers’ 
training school in the history of 
show business. The initial session, 
which lasted six months, proved 
the value of the innovation and 
the school is now a Publix in- 
stitution. There have been seven 
sessions to date. 

The fact that it was an innova- 
tion made Barry’s task in 1925 all 
the greater. There 
cedent to guide his course and he 
became an explorer, invading un- 
charted fields. The progress made 
by graduates of the managers’ 
school is a clear indication of how 
well he planned—and taught. Dis- 
trict managers, district advertis- 
ing managers, as well as theatre 
managers in nearly every state are 
numbered among the alumni of 
the managers’ school. 


Takes New Post 


Jack conducted five sessions of 
the training school and between 
sessions conducted regional train- 
ing sessions for ‘experienced man- 
agers, at some of which there were 
150 men in attendance. He has 
had first hand contact with prac- 
tically every theatre in the circuit, 
and is one of the best-known Home 
Office executives in the field. 

In August, 1929, the manpower 
problem had assumed such pro- 
portions that the necessity for a 
well-organized personnel depart- 
ment became imperative. His crea- 
tive and administrative ability, his 
thorough knowledge of the organ- 
ization and his conscientious at- 
tention to detail made Jack Barry 
the logical man for the post. 

Elmer Levine, a graduate of the 
managers’ school and later assis- 
tant to Barry at the school, suc- 
ceeded him in charge there and 
Barry began the task of ‘just 
helping in the selection, training 
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RESPONSE GOOD 
TO MR. SAAL’S 
REQUEST 


“Further indication of the 
widespread influence of the Chi- 
cago Convention is contained in 
the fact that I have received a 
flood of letters in response to my 
request for suggestions on the 
type of pictures which will at- 
tract children to our theatres,” 
says William M. Saal, General 
Director of Film Buying and 


Booking for Publix. 

One of the first to write Mr. 
Saal fully on this subject was 
City Manager Harry Muller of 
Anderson, Indiana. Muller urges 
booking of action pictures, west- 
erns and other swiftly moving 
stories of both indoor and outdoor 
locale, and asserts that this type 
of feature will not only please 
children but will also attract ad- 
ults, particularly in the smaller 
towns and cities. Muller recom- 
mends such pictures for Friday 
and Saturday dates, coupled with 
strong comedies. 

Mr, Saal is anxious to receive an 
expression from every Publix man- 
ager on the type of product he 
most desires, the kind of pictures 
which will attract children and 
adults as well. 

“Such an expression,’ said 
Mr. Saal, ‘‘is just what we need 
in getting the right kind of pic- 
tures from producers. If you 
feel that the available product 
does not contain a maximum of 
money-making pictur»s, and 
that more emphasis on certain 
types of pictures will result in: 
more money at the box-office, 
write and tell me the kind of 
pictures you would like to see 
in greater number. 

“The collected and combined 
views of 1200 Publix Theatre 
managers should have a pro- 
found influence on the plans of 
producers for next season’s 
product. To accomplish this, I 
must have an _ expression of 
opinion from each manager im- 
mediately.” 


TRY YOUR LUCK 


A roulette wheel at the box- 
office front used during the run of 
the “Street of Chance’ gave pa- 
trons at the Lyceum, Duluth, 
Minn., an opportunity to see how 
fortunes are won and lost—in the 
movies. Morris Rosenthal is man- 
ager. 
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and assignment of men.” In Jan- 
uary of this year he was given 
charge of the district managers’ 
sessions, the first of which was so 
productive of results that they will 
be continued under his direction 
until all of the district managers 
of the company have had an op- 
portunity to attend sessions in 
New York. The next will be held 
in about three weeks. ‘ 
Praised in Chicago 
Barry’s genius manifested itself 
to many in the organization at the 
time of the recent convention at 
the Drake Hotel in Chicago. All 
of the arrangements for the three 
day session were in his hands, 
including -the transportation of 
250 men from all parts of the 
country and provision for their 
accommodation in Chicago. 
Everything functioned with the 
precision of a well-oiled machine. 
From the moment. each delegate 


left his home until he returned 


from Chicago, all of his needs 
were anticipated and met as 
promptly as they arose. All were 
unanimous in expressing their 
hearty and sincere appreciation of 
his efforts. 

With the record of his accom- 
plishments staring him in the face, 
Jack Barry still will not admit he’s 
good. He’ll give you a vigorous 
dispute at any time on the subject 
and is one of the most agile praise- 
dodgers in the organization. His 
manner is mild, his demeanor is 
modest, but his works shout for 
themselves. Which explains why 
he is one of the most popular, one 
of the biggest little guys in Pub- 
lix. 
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TRAINING CLASS 
VISITS EDISON 


CHANGES CURB 
WINDOW CARD 


CATCHY WINDOW AND LOBBY 


Window tie-up and attractive lobby display used by Manager Sid- 
ney S. Solomon to exploit coming attractions at the Paramount Thea- 
tre, Youngstown, Ohio. The store window was located in a busy 


A CARD! 


A replica of the window cards 
prepared by the staff of the Par- 
amount Theatre, Youngstown, 


INSTITUTE 


Best minds of the electrical in- 
dustry contributed to the training 
of future Publix managers last 
week, when the Training School 
spent four days at the Edison 
Lighting Institute, maintained by 
the General Electric Company at 
Harrison, N. J. 

Ward Harrison, head of the Na- 
tional Lamp Works at Nela Park, 
in Cleveland, and W. C. Brown, 
lighting engineer of the Nela Park 
works, came east to address the 
class on various phases of lighting. 
Their lectures were supplemented 
by valuable data presented by A. 
L. Powell, head of the institute, 
and his associates, A. Rodgers and 
A. D. Bell. 

- Subjects covered during the 
week included illumination terms, 
lighting efficiency, color in light- 

-ing, electrical display, stage and 
theatre lighting, lamp data, and 
color psychology. Particularly in- 
teresting and informative to the 
class were A. L, Powell’s lectures 
on stage lighting and his demon- 
strations of simple stage effects, as 
well as his talk on the psychology 
of color, previously reported in 
Publix Opinion, (Vol. III, No. 11). 

The value of the course to the 
managerial students was enhanced 
by the completeness with which 
the Lighting Institute is equipped. 
Practical demonstrations accom- 
panied each, lecture, driving home 
the points covered. 


Colored Ice Cakes 
Make Novel Display 


On “Frozen Justice,’ Manager 
James C. Cartledge of the Strand, 
Knoxville, engineered a tie-up with 
the local ice company and worked 
out a novel lobby display: made up 
of cakes of ice. For a still more 
unusual touch, several of the 
cakes were colored pink and seyv- 
eral green, attracting more than 
ordinary attention. 


FIRST-QUARTER 
BUSINESS ANALYSIS FORECAST !! 


Analyze the business of your theatre dur- |} > 
ing the First Quarter of the last four # — 
years! Note the weeks that indicate natural 
fee nals the distribution re- yp 
lease sheets, to plot proper programs that 

will get business!l Set up the right kind of 
ticket-selling campaigns thru advertising, 
exploitation, and publicity. 


and distributed by them. See 
story in adjoining column. 


HIT PICTURE GETS 
MAGAZINE PLUG 


Cashing in on an advance tip 
of a 4-star rating given ‘Street 
Of Chance” in the issue of 
Liberty, being circulated the day 
preceding its opening at the Min- 
nesota theater, the northwest divi- 
sion merchandisers sold the Min- 
neapolis distributor of the maga- 
zine, the idea of enclosing an in- 
sert in 35,000 Liberty copies. 

The copy read, ‘‘Turn to Page 
28, and read ‘the 4-star (HExtra- 
ordinary Rating) given by Fred- 
erick James Smith to “Street Of 
Chance”’ starting Saturday at the 
Minnesota Theatre.’’ Incidentally, 
each of the 500 boys distributing 
Liberty into the residential dis- 
tricts carried 9 x 138 two-color 
placards on their sacks, directly 
plugging the feature at the thea- 
tre. 


EVILS 


An efficient and inexpensive 
method of effecting window card 
tie-ups has been devised by Man- 
ager S. S. Solomon of the Para- 
mount Theatre, Youngstown. 

Solomon, like all managers, was 
confronted with a three fold prob- 
leém—nhow to obtain intensive dis- 


tribution of show cards, how to 
avoid the pass evil, and how to 
control the distribution of cards 
to get the maximum results with 
minimum expenditure? 

Realizing first of all, that to get 
special treatment from merchants 
his cards would have to be dif- 
ferent, Solomon had special ones 
made up for each merchant. The 
card, pictured in the adjoining 
column, is 22” by 28”, with an 8” 
by 10” still and a catch line for 
the merchant put in by the staff 
poster artist. Each card thus re- 
eceives individual treatment, and 
each merchant has a reason for 
displaying it. 

The service of every employee 
of the theatre is obtained in plac- 
ing these posters. For each tie-up 
effected, the employee receives 
twenty-five cents. Passes are not 
given to the store-keeper and the 
poster is made up only if the mer- 
chant has agreed to keep it on 
display until he receives one for 
the next attraction. Furthermore, 
to check on the value of the dis- 
tribution, each employee makes an 
exact report on the location of the 
window, type of passers-by, sur- 
rounding stores, other displays, 
ete. The total cost for each loca- 
tion, Solomon has found, is fifty- 
eight cents, 


“DYNAMITE” THROWAWAY 


Manager William H. Collier’s 
throwaways on ‘Dynamite,’ to 
[play at the Strand, Birmingham, 
all carried copy urging patrons not 
to disclose the ending of the pic- 
ture. 
ment resulted. 


corner of the town. 


All mail for M. S. Hill should 
Much word-of-mouth com-|be addressed to Box 970, Greens-|is no longer one of the Publix 
boro, N. C. 
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is a matter of common knowledge that a man’s true ability may, be best judged by how he acts under a strain. The coming December 
Profit Drive will serve as an illuminating commentary on the individual ability of our man power.”—saM Katz, President; PUBLIX THEATRES CORPORATION. 


(Whether full-week or split week policy, keep your Program-plots for each week, here. Jot down titles, stars, 
features, shorts, trailers, footage, running time, running order, distributor, stage show, lobby-talent, and sales 


campaign plans. 


. Clumsy entrances 6. Crooked lines. 12. Too many bows. 
. Costumes un- 13. Number repeated 
clean. 
» Voices not loud 14. Poorarrangement 
enough. 


7. 
8 

. Dancers out of 9. Miscues. 
1 


and exits. 
. Faulty line work. 


. Dancers out of 
step. 


, tempo. 
. Line arrangement 
for size. 


. Faulty make-up. 16. Unplanned en- Tack 
. Properties in- 
complete. 


STAGE PERFORMANCE CHECK 


. Superfluous and 
unnecessary ‘ad- 
libbing’ = 

. Continuity doxe- 
garded. , 

. Similarity o. 
dance routines. 

of contrast 
of units. 

- Perfotmers visi- 
ble off stage. 


too often. 


of units. 
15. Omissions. 


cores. 
. Stalling. 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. Ill, Nos. 10,12.) 


Have you a “work. 
sheet” or schedule of 
daily duties of each 
person on the payroll? 
Checkupthese“work- 
sheets” every few 
weeks. 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. Ill, Nos. 10,12.) 


December Drive ideas 
and tips in special 
manual and in © 
PUBLIX OPINION, 
Vol. Ill, Nos. 9, 10, 
11, 12, 13, 14, 15, 16. 


Do you spot Publix 
and Paramount 


trademarks in ads? 


Help ~ 
to stop the waste in 
good, repeatable ideas. 
Tell *’em today to 
PUBLIX OPINION 
(the official ‘voice’ 
and ‘idea exchange’). 


Keep those want ad. 


tie-ups going reg- 
ularly with your 
local papers. 


TODAY IS 
Election Day. 


Today is 


Armistice Day. 


Get a theatre or 
circuit institutional 
story in your local 

papers. 


You’ve only got a 

few more weeks to 

complete stunts for 
Thanksgiving. 


Plug Music Sales 
For Profit. 


Order your 
monthly supplies. 


December 21 is the 
shortest day of the 
year but the longest 
‘fun-day’ in your 

theatre. Tell ’em! 


(Copyright 1930—Publix Theatres Corporation) 


. Failure of M. C. 29. 


to sell an act: 


. M.C. cues. 

. Gestures. 

. Poor diction. 30. 
. Lack of variety in 


introductions. 


. Familiarity with 


audience over- 
done. i 


- Get new “name-slugs” 


for your theatre ads. 
While you’re doing it, 
include the twin 
trademarks of Publix 
and Paramount. 


ARE YOU 
ALL SET FOR 31 
CONTINUOUS 
PROFIT DAYS 
IN DECEMBER? 
Beat that Pre-Xmas 


Does your ad-artist 
obtain all 
engraving aids? 


Thanksgiving Day 


is Here. ~ 


Announcements 
made too soon be- 
fore applause dies 
down. 

Failure to subor- 
dinate M. C. to 
performer after 
introduction. 


Is your projection- 
ist getting a copy of 
“Sound Tips’? 


Income Tax Payments 
are due Dec. 15. Pre- 
pare to offset this 
temporary shortage of 
funds for amusement 
purposes. 


MANAGERS 

Send in your 

weekly reports 
ON TIME. 


The Scenic, Westbrook, Maine, 


Theatres. 


PLAN 
YOUR CHRISTMAS 
DRIVE! See PUBLIX 
OPINION files 
and manuals. 
‘Canned goods’ and 
‘vegetable matinee’ for 
benefit of local poor, 
just before 
Thanksgiving. 


PLAN YOUR 
CHRISTMAS 
DRIVE! 
December 
bookings 
ALL set? 


PLAN YOUR 
CHRISTMAS 


PLAN YOUR 
CHRISTMAS 
DRIVE! 


PLAN YOUR 
CHRISTMAS 
DRIVE! 


Got down here WHAT is unfinished for the 
week and WHO wazs assigned to follow through.) 


FREE ADS FOR LOBBY SPACE 


Double-truck paid for by the Chevrolet agency in Minneapolis anent 
their showing of cars in the lobby and mezzanine of the Minnesota 
Théatre. Note the space given to the theatre and the current attrac. : 


page for additional details. 
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tion. Auto show in theatre was used to counteract slump occasioned 
by city auto show put on at this time of the year. See story on this 


PAGR SIX 


SPEC 


IA 


ON THE SCREEN 
The First AB-Talitheg 
Asto Racing Romance 
RICHARD 


MARY BRIAN 


RNAS SSDS RIO ODONTOL I SV EANS CAPERS 


“Nov iwest Auto Show Sectfou” 


TP ARAM EEN 


SHOWING 


In addition to a Special, brilliant Stage Show 
arranged for Auto Show Week, the Minne- 
sota Theatre this week will present a 
Special Showing of Chevrolet cars... . 
A number of glistening new models of 
“The Greatest Chevrolet in Chevrolet His- 
tory” will be displayed in the General 
Lounge, and also on the big Mezzanine floor. 


Aside from seeing the best screen and stage 
program offered in the Northwest Minnesota 
Theatre patrons will be afforded an oppor- 
tunity to leisurely inspect thesé fine new: 
Chevrolets, which have followed a year of 
gigantic success by incorporating 76 distinct 
new improvements and refinements. ‘These 
new features have been designed to give 
greater comfort, appearance, performance. 


-* TH MINNEAPOLIS JOURNAL” 
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Sunday, Februargy2, 1930, 


PACE SEVEN 
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‘Year after yeur, Chevrolet ba: brought to the low-price feld 3 coa- 
]  stantly increasing measure of beauty and syle—but acver hss @ 
Chevrolet car woa greater praise for its appearance than the new 
Ghevrolet Six. Its new Fisher bodies reveal in every detail the artistey 
that has made the Fisher name famous throughout the motor car world, Ia beauty of 
Hine and color, in balance and harmony of design, they represent one of the greatest style 
triumphs Ia Fisher history. And the promise of this exterior beauty it more than fulllled 
‘when you look inside the car, Upholmeries are richer and more durable, and have bea 
_fechilly chosea to harmonize with the prevailing body colors, ‘The hardware isan exclue 
sive pattem by Ternstede, The instrument panel carries sacw and more attractive grouping, 
‘Ff the contro! instruments. Seats are wider and deeper, The steer- 
fag wheel has been lowered to provide a more restful driving post: 


_ NICK LUCAS 


(in Person) ee 


frat 
“ZIZZ" BLACK. 
Aad Miasesote Serenadora 


‘¢Aute Show 


add to the comfort and convenience of both drives and 


Suburban Support 
Increased With 
Great Tie-Up 


Credit J. J. Cahill and the staffs 
of the Brockton, Mass., 
Theatres with what District Man- 
ager R. M. Sternburg refers to as 
“one of the greatest tie-ups I 
think was ever made with any 
company.”’ 

The Brockton exploiteers en- 
tered into an agreement with the 
Eastern Massachusetts Railway to 
the effect that with each purchase 
of a ticket in suburban zones 
where fare to Brockton was from 
20 cents to 40 cents, a special re- 
turn ticket would be issued. This 
special ticket is good for a return 
fare only when it has been stamp- 
ed at the box-office of any Brock- 
ton Publix Theatre, after purchase 
of an adult admission ticket. 


Five hundred admissions came 
from this source the first week 
the plan was in effect, and results 
gave evidence that a new territory 
was being tapped by the theatres, 
since most of these admissions 
came within the 40 cent zone. The 


‘tie-up is fully in keeping with Mr. 


Katz’ recent statement in Publix 
Opinion relative to drawing upon 
distant communities wherever 
possible. 

Other benefits to the theatres 
include free dasher-cards' fur- 
nished by the railway company, 


six placards within each trolley, || 


and weekly distribution of 10,000 
fliers in the trolley cars. All 
costs in connection are borne by 
the railway, and it considers the 
tie-up of such value that it has 
conductors announce the , new 
Publix service. a 


NEWPORT AUTO PARADE 


A Chevrolet auto parade, with 
cars appropriately bannered with 
“Anna Christie’ copy, helped ex- 
ploit that picture when it played 
at the Paramount, Newport, R. I. 
Manager David J. Dugan also ob- 
tained two 15 inch ads, which were 
paid for by the local auto dealers. 


Publix | 


SIX. PRICE RANG 


IN THE 


FIRE FIGHTS FIRE! 


Auto shows have a way of hurting theatre business in the wide 
open spaces where exhibitions of things on wheels do more to popular 
fancy than Clara Bow at her best—or is it worst? Anyway, to combat 
the local auto show, the Minnesota Theatre put on one of its own in 
conjunction with the Chevrolet people. Below is a view of the cars 
on display in the lobby and mezzanine, and @ shot of the parade ad- 
vertising the show at the theatre. 


SOTA THEATR 


Greater Ry Y) uly . Tiner [2 


THE GHEATEST 


tior, Ia fact, not a singte fearure has been overlooked that would CHEVROLET Jong life. Come in today and see this car. And remembet, 23 you 
Lanstie ald SH CHEYEAEEE, SRTORS, 


REDUCED 


WRITING COPY THAT SELLS! — 


Copy sells tickets! 

What sort of selling-copy do you write? } 

Does it carry that urge so necessary to bring them to the 
box-office? Does it create the necessary desire to see your 
show? 

Does it sell you? Are you sold on your own ads? 

If your work does not ring true to yourself, in heayven’s 
name, how will it strike the potential theatre patron? 

First of all, of course, you must be convinced that selling-copy does 
sell seats in your theatre. When you are convinced that it does sell 
seats, then it is up to you to write the kind of copy that will do the 
trick. 

The first requirement of writing selling-copy convincingly, 
honestly and not too flambuoyantly—is to know how to write. 
If you are a former newspaper writer, you certainly know how 
to write simple copy. The secret of good ad writing lies in 
simplicity—simplicity in telling the story you want to tell. 

Remember good copy sells tickets. Write It! 


| WEEK OF 
FEB. 1 to 8 


a a a 


OTMANCE 


ta adaitioa to its cw beaury, che new Chevroler Str 
cepreseats 4 remarkable advance in every phase of per 
formance, {ts Improved six-cylinder valve-in-bead 
engine has been increased 60 $0 horsepower — giving 


faster acceleration, greater reserve energy and more comfortable high specds. A bexvier 


cnakshaft, bronzed bushed pistons aad more positive fubrication of the main beatings 
result in unusually quiet operation, Steering has been made safer and easier by a acw 
front axle assembly. Four Lovejoy hydraulic shock absorbers provide exceptional riding 
comfort —as well a8 greater rosdability under every condition, Folly-caclosed, internak 
expanding, weather-proof brakes give positive braking control. And numerous stracraral Ee 
improvements —sach 23 4 hesvier and stronger rear axle, and a 
scardier driveshaft—addtothecar's dependability, endurance and 


admire its sew beaury and check its new fearuccs,ic is available 


PRICES 


‘Th: SEDAN DELIVERY... 


The LIGHT DELIVERY CHASSIS. sssencsenerseoee $365, 
The 1% TON 
sine ron cuss ero cas_____ 3625 


BARNES-BARRY CHEVROLET CO. PARKER REESE CHEVROLET co. 
Co) 


treet at 29th Avenue S.—Drexel 


You will want to inspect the new Cheviolet, “AT GREATLY 

which in addition to being “A Six in the os Su noadstmbssi ceca deen asicibs wt$495 Tee COUPE sersssetcssaceseessecrcsssserencs 3 
Price Range:of the Four,” now includes ThePHAXTON sssssocessosssssestsceneen $495 

innumerable features usually to be found Ziv SPORT ROADSTER, .senenorssesreesecreaee 3525 

only in cars.of much higher price. : The CONC sanneeenerersne 13565 ie ee 

4 pre 0b fcr, Flat Mlchige 
ST. ANTHONY MOTOR CO. BERT BAST i 
20 Catal Are— Dimers 8 fey et ears ASS pgirprevertomt tama seh peti ah 
POMEROY-KENNEDY CO.” GROSSMAN CHEVROLET CO. 
lenmevin Ave.—Keaweed 5412 1304 East Lake 


‘llReeve Promotes 


Free Radio 


Recent radio activities of the| 
Paramount Theatre, Los Angeles, 
have been marked by five half- 
hour broadeasts on current pic- 
tures, with gratifying results. 


Working in conjunction with 


: Arch Reeve and the studio public- 


ity staff, the theatre has taken ad- 
vantage of the Paramount-KNX 
affiliation, and has secured open 
half-hour periods to boost pictures 
which deserve the air plug. The 
only expense to which the theatre 
has been put is the talent cost. 


Two such broadcasts were ar- 
ranged during the Los Angeles run 
of ‘“Sweetie,’’ one during the run 
of “The Love Parade,’’ one as an 
institutional program purporting 
to be a compliment to Clara Bow 
during her illness, and the most 
recent program was on ‘“‘The Vaga- 
bond King.’’ This went on the 
air March 6th, the day the picture 
opened in Los Angeles. 

Important radio stations were 
also supplied with passes to the 
midnight preview of “The Vaga- 
bond King’’ to help keep music} 
from this production on the air. 


Toledo Cashes In With 
Best Dressed Man Gag 


An excellent stunt to combat 
the Spring and Lenten Slump, 
using your personality leader, was 
suggested in the February 2, 
1929, issue of Publix Opinion. 
Why not look it up? Merlin 
Lewis, publicity director of the 
Toledo Paramount did—and is 
now preparing to launch Merle 
Clark, his Master of Ceremonies 
as. “The Best Dressed Man in 
Town.” 

Lewis has written Kelcey Allen, 
editor of ‘‘Men’s Wear,’’ 8 East 
Thirteenth Street, New York, in 
order to obtain special material 
for a newspaper style column, 
which will be conducted by Clark. 
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IITHEATRE AUTO 


TIE-UP BEATS © 
EXHIBIT 


Auto shows, drawing as many 
as 100,000 people a week, are 
yearly becoming more and more of 
a direct competitor to the larger 
deluxe theatres. Out in Minneapo- 
lis, where the northwest insists on 
taking this auto show business a 
little more seriously probably than 
in any other part of the country, 
the Minnesota Theatre exploiteers 
under Publicity Director Mart 
Kelly this year decided to fight 
fire with fire. 

So, interesting the associated 
Chevrolet dealers of the city, they 


stepped out and lined up an auto. 


show of their own, playing day 
and date against the main exhibit. 
Four cars were hoisted up on to 
the mezzanine lounge for a week’s 


showing, with dealer representa- 


tives in tuxedos on the floor. 
Dealers Pay Costs 

The Chev dealers paid for the 
installation and removal of the 
exhibit, ran a double truck of paid 
hewspaper space on the opening 
Sunday of the showing with a 
good deal of the copy devoted to 
the theatre, and followed back 
with a special arrangement with 
the factory whereby a streamer 2 
inches deep calling attention to 
the theatre exhibit ran across the 
top of every piece of Chevrolet 
factory. copy appearing in the 
three Minneapolis dailies during 
the auto. show. Incidentally, 
newspaper auto show editors were 


pressured for publicity on the 


stunt. 

The opening day of the show 
saw 14 Chevrolet cars, headed by 
a truck carrying a racing car with 
the cutout wide open and sup- 
posedly Richard Arlen at the 
wheel as a ballyhoo for the feature 
“Burning Up,” parade the loop 


and residential districts for four . 


hours behind a police escort and 
with banners flying. 
Reaction Spendid 

More than 50,000 throwaways 
were distributed at the main auto 
show and from the seven out- 
standing Chev display sales rooms 
in the city. Beautiful panels tie- 
ing the Chev dealers up directly 
with the theatre exhibit and fea- 
ture were on exhibit at each sales 
room throughout the week. 

, The theatre’s total expense con- 
sisted of a 1-frame trailer a week 
in advance and currently, lobby 
panels directing patrons to the 
exhibit, renaming of the current 
stage show to “Auto Show 
Frolics,’’ casual mention of the 
show from the stage currently, 
auto parade banners, and small 
copy in current ads mentioning 
the exhibit. % 

It was a real draw, and the 
Chev boys expressed their com- 
plete satisfaction; they are al- 
ready angling for next year! 


POSTAL CARDS AS 
ADVANCED BALLY 


A novel means of creating ad- 
vance local interest in ‘‘The Vaga- 
bond King,’’ was recently em- 
ployed in the Publix Saenger thea- 
tres. 

After viewing a special showing 
of “The Vagabond King,’’ at the 
Saenger Theatre in New Orleans, 
A. M. Jacobs, manager of the Cen- 
tury, Jackson, Miss., was instruct- 
ed by A. H. McAdam, district 
publicity director to forward form 
postal cards to 2000 Jacksonians. 
Teaser ads in the Jackson papers 
supplemented the postal cards 
herewith re-printed: 

“Just a line to let you know 
that I attended the All-Southern 
Premiere of ‘‘The Vagabond King”’ 
at the Saenger Theatre here Fri- 
day night. It is positively the 
greatest picture of the year and on 


the Magnascope — the enlarged | 


sereen—-was simply marvelous and 
it is all in Technicolor. If it comes 
to Jackson, don’t fail to see it.’’ 


The Ritz Theatre, a suburban 
operation in Oklahoma City, Okla., 
was recently purchased by Publix. 
Theatres. 
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tures are longer than usual will not be tolerate 
maximum patronage and short subjects are too important an element in such balanced programs to be ignored in 


|| this fashion. 
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KILL THAT “FAKE” | 


. With the advent and permanent reign of the talking picture 
in the film industry, the spoken voice has become one of the 
most important features in this new phase of show business. 
Quality of a star’s voice and expertness in delivery has become 
the thing. 

Consequently, any trifling with the voices of stars cannot 
help but have serious consequences. Recently, a Non-Publix 


_ theatre manager, in an effort to put a new twist to a trailer on 


SS 


hold the ribbons that guide the traffic. 


“Sarah and Son” had a disc record made locally, of a woman’s 
voice. The audience was led to believe that it was Ruth Chat- 
terton speaking. The disc referred to “her” coming picture and 
this introductory preface led up to the regular talking trailer 
on the picture. The voice was poorly recorded and the delivery 
was amateurish. 

Common sense condemns such procedure. Aside from the 
fact that the audience will inevitably recognize the discrepancy 
between the fake voice of the’ record and the real voice of Miss 
Chatterton in the trailer which follows, to sell an artist with 
such a consummate voice as Miss Chatterton’s—and, remember, 


the voice is the thing now—by the untrained and deficient} 


speech of a theatre manager’s secretary or some other local 
woman, is the height of folly. It is like trying to sell a cus- 
tomer the most exquisite broad cloth by a sample of gingham 
torn at random from any old dress that happens to be lying 
around. 

It is always a safe policy to avoid “fakes” of any kind. 
As has been repeatedly stressed in this publication, PUBLIX 
DOESN’T WANT FAKES! They are particularly disastrous 
when used in connection with anything that plays so vital a 
part of the motion picture business as the human voice. 


SHOWMANLY INSTINCT 


Eugene Zukor and Albert Deane forwarded the following 
editorial from the New York Morning World. It was evidently 


inspired by an incident in the Paramount Theatre lobby. Publix| 


Opinion reproduces it with the thought that the World’s editorial 
writer may not be a showman, but in this case certainly evidences 
showmanly instincts. 

In a moving-picture theatre the other night, the number 
of departures having begun to exceed the number of arrivals, 
it became necessary to move twelve brass posts from the lobby 
of the theatre to the various exits, in order that they might 
Did porters lift these 
out of their sockets, hoist them to shoulder, and amble off with 
them, cracking jokes as they went? They did not. Six ushers 
formed in line, a post in each hand. Then the first usher mut- 
tered, “Forward, ho! One, two, three, four! One, two, three, 


four!”—and off went the posts, carried as smartly as though| 


they had been rifles. 

It was amusing, yet it evoked admiration. For it involved 
a principle that is too often forgotten by those who cater to the 
public in a mood of play, and that is that there should be no 
let-down in the atmosphere, even when the show is almost over. 
Restaurants are sometimes flagrant violators of this principle. 
You go in, you order dinner, you are accorded the most in- 
gratiating kind of service. But when you have lingered a while 
over your coffee, and the closing hour approaches, you become 
aware of a sudden change. The waiter who served your dinner 
doesn’t know you, and neither do any of his colleagues; they 
begin to snap off lights and pile chairs on top of tables with 
a complete disregard of how you may feel about it. Getting 
rid of the late guest may be a problem, but there is a way to do 
everything. The patron should never be allowed to suspect that 
behind the gilt and tinsel there may be washtubs and mops. 


i 
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—SAM KATZ, President, Publix Theatres Corp. 


ST. LOUIS CRITIC 


COMMENTS ON | 


SOUND 


Whether or not theatre man- 


agers can differentiate between 
good and bad sound regulation, 


patrons 


can. Managers who 


neglect to constantly supervise 
sound reproduction in their thea- 
tres will find the public discrimi- 


nating against 


theatres where 


sound is faulty. 


Witness the following comment 


from the screen page of the St. 
Louis Post Dispatch, written by 
the paper’s motion picture critic: 


“A number of theatregoers 


_ have recently complained to this 


department that they are not 
getting an altogther square deal 
as to the handling of sound 
equipment in some of the thea- 
tres. 

“T think the complaint is 
often justified. Even a novice 
knows that the talkies, to be 
properly presented to the pub- 
lic, require constant attention 
upon the part of the manage- 
ment. ‘ 

‘“‘Well-conducted talkie thea- 
tres do not simply start the 
week off by listening to the first 
showing of a new picture, de- 
ciding that the ‘sound is all 
right,’ and letting the thing 


run itself for the other 34 or 


35 performances during the 
week. 

“Talkie equipment, like all 
machinery, varies in its efficien- 
cy. What’s more, varying sizes 
of audiences require varying 
volume, we are told, a full 
house ‘soaking up’ a large part 
of the sound, and a smaller at- 
tendance doing just the op- 
posite. 

“To adjust the equipment re- 
quires a little care. When the 
talkies first came out, they got 
that care. Now, some manage- 
ments are becoming heedless. 
Ears, accustomed to the day- 
long repetition, do not pay at- 
tention. 

“But the customers have a 
right to hear the dialogue and 
sounds from the screen. Often 
they don’t of late. It is a simple 
matter for a theatre to assign 
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Week Beginning April 4th 
New York Paramount 
‘‘Honey’’—Second Week 
Brooklyn Paramount 
- Prelude 
. Paramount News and Sound 
Trailer on ‘‘Benson Murder 
Case” 
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. “The Love Parade’’—Para- 
mount 
. Trailers 
150 minutes 


Rialto 
“Hell Harbor’’—Second Week 


Rivoli (April 3rd) 
. Paramount News 
. “Hot Dawg’’—Paramount.. 
- “Chords of Memories’ 
Bruce 
. “Puttin’ on the Ritz’ 
United Artists 
. Trailers 


118 minutes 


Criterion 
“The Vagabond King’’— 
Eighth Week 
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Publix Theatres Corporation, Paramount Building, New York, Week of. April 4th, 1930 
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Well balanced shows are needed to attract 
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LENGTH OF FEATURES 


No. 
Reeord 


Subject 


(AT) 


What A Man!—9 reels (AT)... 
Lovin’ the Ladies—7 reels (AT) 
pee of the Guard—10 reels 


Guilty—7 reels (AT) 


Girl of the Port—8 reels (AT) 
This Mad World—S8 reels (AT) 


(AT)—AII Talking. 


Character 


Time 
Runn’s: 


Make age 


Foot- 


Benson Murder Case—7 reels 


65 min. 
83 min. 
65 min. 


Paramount 5800 
Sono Art. 
RKO 


84 min. 


100 min. 
68 min. 
65 min. 
71 min. 


Universal 


Fox 
Columbia 
RKO 


MGM 


LENGTH OF TALKING SHORTS 
- PARAMOUNT 


Benson Murder Case (Trailer) 


‘MGM 


Whispering Whoopee 


WARNER 


Ruth Etting—“Broadway Is Like That’.... 


Surprise 
What A Life 
Lo Bo 


Pay Off 


| 
Golden Pagoda 
Review No. 2 


Big Top Champions (Sportlights) 


Bows and Arrows 


EDUCATIONAL 


Indian Pudding 

Dad Knows Best 

He Trumped Her Ace 
Polished Ivory 


Voice of Hollywood 


TIFFANY 
(No. 7) 


CELEBRITY PRODUCTIONS 


Don’t Argue 


‘ Length of Synchronous Shorts 
COLUMBIA 
Cannibal Capers (Silly Symphony Cartoon). 
Length of Non-Synchronous Shorts 
PARAMOUNT 
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someone to watch the sound ef- 
fects, as heard in the audience, 
at every single performance, 
and to mention corrections that 
need to be made. Not only is 
this a simple matter, but one 
which is necessary if patrons 
are to be given the service to 
which they are entitled. 
“There’s a selfish angle to all 
this piece. We writing guys 


_ Page Col. 
MERCHANDISING 
Second Quarter Campaign 
\Contest Opens in Flurry 
of Activity i 
Telegrams from the Field 
Go In and Win 
Photo of Omaha Conven- 
tion 
Special Pictures 
Ladies Love Brutes 
by Russell Homan 
Also 
The Golden Calf 
by Glendon Allvine.... 
Reviews of ‘‘Shorts’’ 
by Louis Notarius 
Then Benson Murder Case 
Young Man of Manhattan 
Honey : 
Paramount on Parade.... 
The Big Pond 
Roadhouse Nights ....... 
Special Stunts 
Baking Cakes in Utah... 
Exploiting Theatre Hostess 
Also ‘ ; 
Live Lobby Stunts 
‘ Hotel Lobby Display 
- Getting a Radio Program 
‘* Goodwill in Lent 
Effective Window Tie-ups 10 
Utiizing Auto Shows 11 
Getting Suburban Patron- 
ager ust RES AOR ay tS ee 11 
Free Radio Periods 
MUSIC 
Easter Music Novelty.... 1 
Review of Radio Hour... 3 
Three Sales Points 5 
PROJECTION ROOM ADVICE 
Cleanliness and Lubrication 
Essential to Perfect 
Sound. 
by Dr. N. M. LaPorte 2 


Weer gs Re ae ae 
BEGdeh *Yeahes 


' 
OE 0 


NAEP Pe 


1-2 


hear and see the first well-super- 
vised performance, where every- 
thing in the way of sound is 
right up to snuff. We go to our 


typewriters and, possibly, dash 77 


off a praiseful piece. ‘The cus- 
tomer (we'll assume) reads the 
piece, then goes to the theatre, 
only to hear a bad performance, 
or to hear little at all. What 
does that make us?’’ 
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by Louis Notarius 
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For Smart Showmen Only 
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N..Y. Program Plots.... 12 


Length of Features 


GENERAL NEWS 
Saal Talks to Students... 
Jack Barry Explains 
““You-Copy”’ 3 
Assignments 
Students Visit 
Plant : 
St. Louis Critic Discusses 
Sound 
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